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EVERY MAN 
ADMIRES A 
SMART 
PERFORMER 














“SMARTEST SHOES ON THE SQUARE"-~ 


Dear to the heart of every hunter is a smooth-working bird dog. 
Bred: to do his job well, a smart performer in the field wins 
admiration quickly, and his reputation travels far and wide. 


That’s the way it is with Johnsonian Shoes. Their Per- 
formance Value, what the customer gets for his money, 
is so far out ahead, that retailers all over the country 
are saying “sales are faster and easier with Johnsonian”’. 
Because they’re smartly styled and their Quality and 
Value are so apparent, more and more American men 
are asking for them every day. Why don’t you tr 
Johnsonian Performance Value? A letter or wire will 
bring you full details. 


JOHNSONIANS ARE Yanitized 
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Wow DREW'S 


@ BASIC LASTS zazke 


° é 4s . 
Last No. 176. Fits a normal to a short arched 


foot perfectly. When the foot has 5 degrees ’ S 
of pronation and the tees are everted up to Drew's seven basic lasts are the result of many years of research, 


— asa working with outstanding foot clinics, consultations with leading 
orthopedic surgeons, and the careful analysis of the foot-fitting 
No. 97 LAST moulds a shoe to fit the average 4 . ° 
solid foot with average toes. Allows for § experiences in many orthopedic departments. 


de nation and eversi f . 
os Se giorsanacrs i With Drew's light weight flexible welts, there'll be no more sales lost 


We. 162 LAST fits aaselie modiom arched te at the fitting stool and no more worrying about customers suffering 

bulges with a low “overhang for cuboid and because of misfits, for Drew Shoes offer you a personalized fitting 
tat. . i ° 

wie cetaeret Graves fer egeitersle service second to none. 


—— Drew shoes promote good health — write today for additional data. 


No. 177 LAST fits a normal to a long arched 
foot. It provides for considerable pronation 
and up to § degrees eversion of toes. 


No. 132 LAST fits a normal to a short arched 
foot with lots of toe room. The wood bu’ 
with a low overhang for cuboid and 
metatarsal. It vides for considerable pro- 
nation and 10 degrees eversion of toes. 


No. 98 LAST fits a solid normal foot perfectly 
with plenty of toe room. This last provides 
for some pronation and 6 degrees eversion 
eh Ws THE ROMONA we eee 
No. 6917 
LAST No. 69 fits a normal and long arched No. 7251 —_ ~~ ee 
fons Seat aa lerps aon) Sande. ‘Toe: Black Satin Mat Kid Tie, Long Orthopedic 
fect for cases of ‘Bod ronation with a 12/8 Patent Trim, Extended Counter, Extended Arch Rest Insole, 
inside and 11/8 outside heel for support. ton Best — Sa. y oe Salve Syetet, Heavy Ovtoole. 152 
i “~ ‘ ast, ‘aten ast, 4 d Lea Heel, 
Provides for IS degrees eversion of toes. Cuban Heel AAAAA to D. 4i/; to 11. rv) K. te a to the r Hee 


ARCH REST AND FOOT FRIEND SHOES TO RETAIL AT $7.35 and $8.85. 
DR. HISS SHOES TO RETAIL AT $8.95 and $10.50. 


Daw feoch Fe0f Lhoet 


THE IRVING DREW CORP., LANCASTER, OHIO—30 minutes from Columbus 
New York: 746 Marbridge Bldg. 
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WAC SOLE STITCHING 
MACHINE — MODEL C 


Among the smart Spring styles for 
women, new prominence is given to 
shoes with lightweight, wheeled 


extension edges. 


The W/E Sole Stitching Machine 
— Model C affords a most economi- 
cal and satisfactory means of sole- 

attaching for this fashionable 


sole treatment. 
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HERE'S something about the 
shining Pittco surfaces that gives 
shoppers a high opinion of your store 
—makes them decide it must be a 
good place to buy. You'll see a lot of 
new faces after you put up a Pittco 
Front. And if the treatment they re- 
ceive comes up to the promise of your 
bright new front — these faces will 
soon become familiar because you'll 
see them so often. 
On a thousand Main Streets alert 
merchants of all kinds have modern- 
ized their places of business with 


ITTCO STORE FRONTS 


PITTSBURGH PLATE GLASS COMPANY 


"PITTSBURGH ” sland fot Luality Glass and hint 
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Pittco Fronts. The result has been 
increased patronage, an improved 
clientele and wider trading areas. 
Our new Store Front Book contains 
quotations from letters written us by 
merchants who have bettered their 
business with Pittco Fronts — to- 
gether with pictures of the stores they 
write about. Send the coupon for this 
book today—it’s free. 

When you build, we recommend 
that you see an architect to make sure 
of an economical, well-planned job. 
Our experts will cooperate with him 


WANT MORE BUSINESS? Maybe you need an 
up-to-the-minute Pittco Front to invite business. 
This ivory and black Pittco Front does a good 
selling job in Buffalo, New York. D. Abrams, 
president of the Liberty Shoe Stores, Inc., writes : 
“We have noticed a marked increase in traffic 
due to this extremely attractive, bright, modern 
front. It is our intention to change over to this 
type of front in all of our stores as fast as we 
can progress with our modernization program.” 
Architect : L. Greenstein. 


gladly in planning a Pittco Front to 
suit your needs. And if you wish, you 
can pay for your Pittco Store Front 
on the Pittsburgh Time Payment 
Plan—just 20% down and the bal- 
ance in monthly payments. 


Pittsburgh Plate Glass Company 
2386-1 Grant Building, Pittsburgh, Pa. 
Please send me, without obligation, your new, 


illustrated booklet. “Pittco Store Fronts — and | 
Their Influence on Retail Sales.” 








FOLLOW THE CELASTIC LINE 
FOR PAIR PERFECTION 


Wide Range of Materials.in the complete 
Celastic line there are 7 thicknesses of 
material, graded from the light slipper 
weight to the heavy weight used for rugged 
duty footwear. Any type of footwear using 
@ semi-hard to hard box toe can be made 
with Celastic. 


Accurate Reproduction. With Celastic the 
design of the last is accurately reproduced. 
The delicate modeling of the last maker de- 
signed to produce distinctive character lines 
in the finished shoe is faithfully interpreted 
by Celastic. By being true to the last, shoes 
made with Celastic are trim on the foot. 


Clean and Comfortable. Because Celastic 
successfully resists the effects of hard usage, 
soakings, strains or sudden changes of tem- 
perature, linings remain fused to the box 
toe, tight and wrinkle-free for the life of the 
shoe. Wearers enjoy the cleanliness of Celas- 
tic, too, for Celastic cannot stain the hose. 


No Production Delays. Seven Celastic soft- 
ening solutions, each with a different drying 
time, allow the manufacturer to choose the 
one which best suits his producti hedul 
The Celastic Conditioning Machine provides 
the quickest, neatest and most efficient 
method of applying the solution. 





Flexible Tip Lines. There is strength in 
Celastic — strength which’ eliminates bulk — 
strength which allows a flexible tip line to 
blend smoothly into the lines of the shoe 
and flexibility that means greater comfort 
for the wearer across the tops of the toes. 


TRADE-MARK 


THE QUALITY 
BOX TOE 


A Single Structural Toe Unit. Lining Box Toe 
and Doubler are fused into a single structural 
toe unit. This rugged three ply structure re- 
sists the effects of heat and moisture, has 
added strength, keeps toe linings from 
sagging. 


Matched Pairs. Where footwear has built- 
in*toe character, strength, durability and 
comfort — chances are these shoes were toe- 
fashioned with Celastic. Because such shoes 
meet the high standards of the final factory 
inspection for trim and well-mated appear- 
ance, they are called Matched Pairs. 


Only the Celastic box toe provides all 
these benefits. Available in convenient roll 
form for the manufacturer who cuts his own box 
toes or cut and skived to selected patterns. 


Ask your United Man. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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The opening of the Spring Market in New York City the week 
beginning October 27, 1941, brought together the greatest 
number of shoe designers, manufacturers, retailers and buyers 
in the history of that annual event. 


There were the usual differences of opinion as to colors, patterns, ma- 
terials. But on one point the verdict was unanimous. Stretchable shoes 
made with “Lastex” yarn will be the most important feature in all lines 
to be offered for Spring, 1942. 


A survey of leading manufacturers East and West showed an astonishing 
growth in stretchable shoes, while the growth with individual manufac- 
turers was still more striking. Three leading manufacturers reported that 
65% to 70% of their entire Spring output would be stretchable, an in- 
crease of 15% to 20% over last Spring. While a survey of 37 leading 
manufacturers showed an average increase of 13% for the same period. 


The forward march of stretchable shoes made with “Lastex” yarn will 
continue for two good reasons: 


(1) They make the best fitting and most comfortable shoes 
any woman ever wore; and, 
(2) They make the easiest-to-fit and easiest-to-sell shoes 
any retailer ever stocked. 

* * * 


For models, samples and prices entee* of Vamos stretchable 
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THE MIRACLE YARN THAT MAKES THINGS FIT 


on all types of shoe materials, 
fabric or leather, made with 
“Lastex” yarn, apply to Alfred 
Vamos, 406 Marbridge Build- 
ing, New York City. Alfred 
Vamos is the inventor and pat- 


shoes, the authorized manufac- 
turer of stretchable materials 
for shoes, and the selected con- 
sultant for shoe manufactur- 
ers using materials made with 
“Lastex”’ yarn. 


a m New York City 
make it 4 point to visiz 
and “Laton” 


BUILDING. ; 3 
Rockefelles Eoneae an 


new hub of fashion. 


* PATENTS ASSIGNED TO 
UNITED STATES RUBBER COMPANY 


An elastic yarn manufactured exclusively by United States Rubber Company, makers of “Laton” yarn, 
1230 Sixth Avenue, Rockefeller Center, New York City 
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FRANK MITULSKI Believes in New 

















FRANK MITULSKI 


Superintendeat 
Valley Shoe Corp. 
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No. 7 in a series of 
Darex advertisements 
featuring our Ameri- 


Yes, Mr. Mitulski, the history of your development of the two-sole cot 

flexible construction for high-grade shoes proves you're a shoe man wa 
Mo bart wayne with the courage of your convictions. It’s no surprise to anyone that, He 
Know Shoemaking Best. when you believe in a material, you're willing to say so. And we're 
mighty proud that you've found Darex Counters can do a real job 
for you in making the smooth-fitting, comfortable shoe for which 
you're famous. 


DEWEY anp ALMY CHEMICAL COMPANY 
CAMBRIDGE CHICAGO MONTREAL 
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| shoe pioneer . . . 





If ever a shoemaker had the spirit of the 
pioneer, it’s Frank Mitulski, superintendent 
of Valley Shoe Corporation, St. Louis. Many 
of the practices in shoemaking now fol- 
lowed by hosts of others were originally 
pioneered by him. And, when Frank believes 
he is right, he has the courage to go ahead 
and accept full responsibility for changes 
that other men call revolutionary, because 
he’s confident that experience will prove 
them sound forward steps in shoemaking 
technique. 

Another great shoemaker who has gone 
up the ladder of experience rung by rung, 
Frank Mitulski began his shoe career as a 
block boy for Brown Shoe Company when 
he was only fourteen. Ten years later he was 
a lasting room worker at Pedigo Shoe Com- 
pany—then foreman, then assistant super- 
intendent.In 1933 he was made superintend- 
ent and director of Pedigo; and, after a short 
term as superintendent of United States 
Shoe Company, he came to Valley Shoe 
Corporation as superintendent in 1938. 

Needless to say, a shoemaker with the 
convictions of Frank Mitulski keeps a close 
watch on the smallest detail of construction. 
He judges shoe materials shrewdly and 
standardizes on those that have proved they 
can give him the flexible comfort and easy fit 
he’s always striving after. For Frank Mitulski 

















is a true Master Shoemaker in the soundest 
traditions of American shoemaking—a great 
shoe designer with a background of superb 
craftsmanship. We're proud to present him 
in this series of Darex advertisements ded- 
icated to introducing the Men Who Build 
to the Men Who Sell. 








W SHOEMAKING BEST 
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6 6 Because of ‘demand styles, 
product quality and effective 
national advertising, retail 
promotional effort behind 
Air Step ‘takes hold’—con- 
sistently and profitably. 99 


Oren 


Women’s Shoe Buyer 
ABRAHAM & STRAUS, BROOKLYN 


Abraham & Straus is but one of many important retailers who have joined up with Air Step in recent months. 
Other outstanding metropolitan accounts—both new and old—include: Hale Brothers, Oakland; Hovey’s, 
Boston; Kaufman’s, Pittsburgh; O’Neill’s, Baltimore; 
Park Brannock, Syracuse; Rike Kumler, Dayton; 
Wetherby-Kayser, Los Angeles; Stix, Baer & Fuller, 
St. Louis; Rich’s, Atlanta; Marrott’s, Indianapolis; 
Mabley & Carew, Cincinnati; Halle Brothers, Cleve- 
land; The Fair, Chicago; Frederick & Nelson, Seattle. 
If you are interested in the fastest-growing line 
of women’s shoes in the country, write 


AIR STEP DIVISION, SscownSvoe Gompamy MANUFACTURERS, ST. LOUIS 
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0.P.M. will issue next month an or- 
der providing priority ratings for 
maintenance and repair materials 
for retail stores of all types, cover- 
ing the smallest neighborhood shop 
as well as the largest department 
store. The measure will place re- 


tailers’ requirements on a par with 
those of manufacturers and whole- 
salers who were granted an A-10 
rating for maintenance and repair 
supplies. 





If you are planning to modernize 
your store, you had better do it 
quickly because the sources of sup- 
ply for everything from glass to 
tacks is affected by priorities. One 
merchant wanted some drapery ma- 
terial for his new salon shoe store 
and discovered a ten to fifteen week 
lag ahead of him and there he had 
all the woodwork ready,-taking it 
for granted that the material would 
be available to complete the job. 

* > . 


IT can’t happen here—at least we 
hope it can’t—although we see the 
gleam in the eye of some volume 
shoemakers who would like to sell 
a mountain,of regulation shoes to 
women in uniform—if and when 
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that happens in the United States. 
Be on your guard. Discourage in 
every way possible any idea that 
air raid wardens, volunteer work- 
ers, etc., be uniformed right down 
to official foot gear, requisitioned 
from headquarters. 

We saw a smart little lady walk- 
ing down Fifth Avenue the other 
day, with a splendiferous uniform 
in bluish gray, rakish hat and every- 
thing. Her insignia showed that she 
was an air warden, but at first 
glance we thought she might be an 
important officer in the American 
Red Cross. It was a tricky uniform 
alright and she was wearing the 
smartest looking: pair of black alli- 
gator pumps (an oxford would be 





better). Her air warden duties may 
be to sit on a roof top and scan 
the wide horizon, but her heart was 
set on making a splash on Fifth 
Avenue. Eventually the uniform 


and the lady went into a smart 
cocktail bar and that’s that. 

Now we have rumors that wo- 
men’s uniforms are in the Wash- 
ington mind and that there will be 
some central depot where they can 


be bought. 


Far be it from us to 


stress the point that the woman 
may be in uniform, but her feet are 
in the individualistic pattern that 
needs the right size, the right width, 
the right last, the right heel and 
any army issue by remote control, 
mail order or secondary selection is 
something that won't fit into the 
scheme of things in the States. 
Here we have it from our corre- 
spondent in Montreal, Canada: 








“The business of providing shoes for 
the Canadian Women’s Army Corps is 
going to develop a brand new technique 
according to Government officials. In 
the past, the mere male soldier was 
fitted with shoes already on hand. In 
the case of Milady in khaki, every pair 
of shoes will be specially provided for 
her. There will be no attempt to try to 
jam the foot into a pair of shoes already 
in stock. The lady soldier’s foot measure- 
ments will be taken, and sent to the 
central authorities. Then they will get 
the correct size for her, and send out 
two pairs of shoes. Nor will there be 
so many size 3 or 4 sent out either, at 
such and such a width. The shoes des- 
tined for Mary Smith will be addressed 
to her specially at the local Corps head- 
quarters. As one government official 
described it: ‘This is going to be a reg- 
ular mail order business.’ Two pairs of 
tan oxfords with moccasin type top will 
be the issue to each lady soldier. Tenders 
will be called some time soon, it is under- 
stood and the shoes will then be dis- 
tributed as needed.” 












FRANK E. BALLOU of Ballou 
Shoe Store, Providence, R. I., says: 

“I am pleased to renew our sub- 
scription to the Boot anp SHOE Re- 
coRDER. We have been a consistent 
and steady subscriber for more than 
half a century—to be exact, nearly 
60 years, and I regard it the most 
outstanding shoe and leather medi- 
um in America. 

“By the way, some of my friends 
have just recently given me a blow- 
out on my 83rd birthday. Old in 
years but young in spirit and deter- 
mination to carry on. It was 61 
years last June since I went into 
business in my own right and while 
we have seen all the ups and downs 
of the business life, such as depres- 
sions, inflations, deflation, wars, 
rumors of war, N.R.A., revision of 
tariff, presidential elections and 
radical changes in styles and a 
washout by the flood in September, 
1938, we are still carrying on and 


A Goop apapin’ 
Foe. 





doing a fine business and we have 
the same faithful employees that we 
have had for many years. I also 
cast my first presidential vote and 
was married in 1880. 

“My son, Harold, has taken over 
the major responsibilities and while 
I am down to business most every 
day, I am feeling physically fit and 
hope to carry on for many years.” 


” * . 


HAROLD S. HART, formerly of 
Cammeyer’s, DePinna’s et al., jumps 
from shoes to real estate—and the 
company is very appropriately call- 
ed: “The Keyes Company”—real- 
tors, 1101 Lincoln Road Bidg., 
Miami Beach, Florida. 

So if you are in shoes and in the 
money and want to live a life of 
sunshine, get in touch with Harold. 


WHEN Ray Bolger gets a day off 
during work on a motion picture 
he repairs his shoes. We learned 
this odd fact about Bolger on the 
set of “Street Girl” in which he has 
five spectacular dance routines. The 
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—From all directions comes word 
to us that the public is buying— 
“better shoes." 

—That means two eg first, that 
many people have definite pur- 
pom power, and, second, that 
the public is pretty well fed up 
on dom. shoddy shoes and now 
want, and insist upon getting 
“shoes with a soul.” 

— "Better shoes" doesn't necessarily 
mean higher priced shoes. But, 
the term certainly does imply 
honest materials, honestly put to- 
gether by honest workmen who 
receive honest wages. All of 
which means better times for this 
shoe industry of ours. 

—It is also good to hear that there 
is a real demand for shoes retail- 
ing from $8.00 to $10.00. 

—Courage and confidence sure do 
start dollars rolling in the right 
direction. 


EU Teen 


President 





schedule kept him working day after 
day until he finally begged the di- 
rector to rearrange the schedule so 
that he could be free for one day. 
“So you can’t take it!” the director 
scoffed. “It isn’t the work,” Bolger 
assured him, “I have to repair my 
taps.” 

It then came to light that Bolger 
is his own repair man on shoe taps. 
He has 64 pairs of dancing shoes 
and makes frequent changes of foot- 
wear while at work. He puts on the 
heel and toe tap plates himself. 

“Keeping them in shape is quite 
a job,” he said. “Some of them are 
getting run down, others are get- 
ting loose. I need a day to go over 
them.” 

It is a hobby now, but it was 
bred of necessity. In his early days 
engagements in vaudeville were few 
and ill-paid. Professional repairs on 
his two pairs of shoes often would 


have meant going hungry. So he 
learned to cobble his own. 

“Now,” he said, “I have a com- 
plete outfit, workbench, last—every- 
thing. I carry it with me every- 
where.” 


He got the day off. 


* 


CAROL WILLIS MOFFETT has 
written a pamphlet “SHOE SIZING 
AND FITTING—An Analysis of 
Practices and Trends,” for the Bu- 
reau of Home Economics of the 
U. S. Department of Agriculture. It 
is really worth reading. It’s a little 
critical in parts, especially for a 
pamphlet going to the public; but 
this is a period for being frank and 
earnest and if you want a copy, send 
10c. to the Superintendent of Docu- 
ments, Washington, D. C., for Mis- 
cellaneous Publication No. 469, is- 
sued by the U. S. Department of 
Agriculture, October, 1941. 

Here’s the opening shot: 





“The most important single prop- 
erty of shoes is their fit. If they 
are uncomfortable or painful to 
wear, they are not worth the price 
paid for them, whatever their qual- 
ity or beauty. They need to fit with 
accuracy to be comfortable. At pres- 
ent, lack of uniform sizing stand- 
ards complicates fitting in retail 
stores. Controversies arise between 
various branches of the industry as 
blame for poor fitting footwear is 
passed from one group to another, 
because it is difficult to localize the 
causes. Shoes are produced in this 
country in a greater variety of 
length and width combinations than 
in many countries of the world, 
which has led some men in the in- 
dustry to believe that the fit of 
American shoes needs no further 
consideration. Each _ specialized 
group in the complex chain from 
raw materials to shoes in use has 
tended to consider some group re- 
sponsible when shoes do not fit. 

“The purpose of this report is to 
explore present sizing and fitting 
practices against the background in 


Boot and Shoe Recorder 





Sess aorTtrwea ow Y. * 


2 % « 


_ 


-_ = 


which they originated, and indicate 
new methods through which better 
sizing and fitting may be developed 
to the benefit of all concerned.” 

* 


AL LITTMAN of Littman’s, 4311 
Thirteenth Avenue, Brooklyn, N. Y. 
(“Forty Years of Reputation Build- 
ing”), writes: 


“In reference to Mr. Lundin’s 
item in the V. of T. (Oct. 25 issue) 
may I say: Selling children’s shoes 
exclusively, we heartily agree with 
Mr. Lundin of San Diego, that chil- 
dren wear high shoes up to three 
years of age. Our argument is that 
infants’ shoes should be fitted at 
least 34 of an inch longer and 14 of 
an inch wider than the foot; and 
this can’t be done correctly with an 
oxford. The low shoe would slip 
and gap in the heel and sides, thus 
affecting the child’s walk and poise, 
so necessary to youngsters. 

“The recent trend of low shoes 
for children is fine, but not for in- 
fants. ... Start them at three years 


of age.” 
. a * 


MELVIN T. COPELAND, Profes- 
sor of Marketing of Harvard Grad- 
uate School of Business Adminis- 
tration, says: 

“Let us examine briefly the major 
factors contributing to the advance 
in prices in war-time in general, 
and in the present situation in par- 
ticular. In the first place, even 
though production is feverishly ac- 
tive, much of our industrial effort 
is being diverted into non-commer- 
cial channels. In ordinary times the 
shoes, for example, turned out by 
shoemakers are, in effect, exchanged 
for bread to eat, clothes to wear, 
and whatever else the shoemakers 
desire to buy within the limitations, 
of course, of the exchange value 
of the shoemakers’ services. Our 
whole marketing system, in fact is 
merely a means for effecting an ex- 
change of goods and services be- 
tween many heterogeneous produc- 
ers, including, of course, those who 
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provide the tools of production. In 
war time, however, many workers 
are employed in building munitions 
plants and equipment and in turn- 
ing out instruments of destruction 
and other fighting supplies which 
do not enter the ordinary channels 
of commerce. These workers are 
performing services vital to the 
whole community, but they are not 
contributing to the stock of mer- 
chandise which can be exchanged 
for shoes, and bread, and other con- 
sumers goods. These war materials 
must be paid for by a government 
levy on the real income of the 
nation, either by means of taxation 
or by the delusive practice of bor- 
rowing. 

“A second but related cause for 
the rise of prices in war time arises 
from the fact that as the defense 
program speeds up wages are ad- 
vanced. During the last two years 
in this country not only have many 
previously unemployed workers been 
given jobs, but workers have been 
attracted to the munitions plants. 
airplane factories, shipyards, and 
all the accessory industries—at- 





tracted away from civilian occupa- 
tions. Farmers, stenographers, me- 
chanics, and other workers have 
been attracted to defense jobs in 
such numbers as to create labor 
shortages in some localities, and 
we have not yet reached the peak of 
this labor diversion; the shortage 
of supervisory labor, furthermore, 
is well nigh universal. 


<2 
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“This feverish expansion of -em- 
ployment in defense work has been 
accompanied by increases in wage 
rates and overtime work at still high- 
er rates. Much of this increased 
income is spent immediately, so 
that the demand for civilian goods 
is thereby boosted. The boom is 
thereby widely spread. In the last 
war the lavish spending generated 
by this sort of employment culmi- 
nated, you will remember, in the 
‘silk shirt era.’ Inflation feeds on 
lavish spending.” 





“I'll take these oxfords—now | want you to brush my silly dignity aside and talk me 


into buying a pair of those cute red boots.” 
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senixe crves us ™ RUNAROUND 


YES sir, but not in the true sense of the word, for one of 
the most promising shoes in the Spring picture is the run- 
around or mudguard pattern. 

This particular shoe shown here, without any detailing 
except for the light pinking carried out on the mudguard 
and on the underlaid lacestay is an excellent compromise 
between the heavy-seamed moccasin and the plain toe, 
seamless plug pattern. Its rich stained brown color makes 
it particularly adaptable for a country shoe to be worn 
with odd-jacket combinations and yet it is conservative 


enough to be readily acceptable for town wear. 


















We jee 


THE proposed Price Control Act of 1941 is built like 
the crooked house for the crooked man. Where restraint 
and scientific principles of government should be para- 
mount in this time of emergency, the bill is economically 
unsound, clumsy in its administrative procedure, and 
tainted with the spirit of vindictiveness. The bill, of 
course, is subject to debate in both houses of Congress 
and will doubtless be amended in vital particulars before 
final passage. 

That the Supreme Court has stricken down acts con- 
taining unbridled delegations of authority, flagrant vio- 
lations of the due process clause and states rights, was 
given no consideration. But rather, flaunted in this bill 
is the knowledge that there is no longer any safeguard 
to preserve the law of the land. 

Under the bill, the Price Administrator is given the 
power to make findings that prices are too high, or that 
they threaten to be too high, and fix maximum prices. 
There are no standards or definitions of what are “eco- 
nomic disturbances, burdens upon interstate and foreign 
commerce, interference with the effective use of the 
Nation’s resources for defense, etc.,” in the purposes 
that the Price Administrator is supposed to effectuate. 
He may find that there is “profiteering, hoarding, 
manipulation, speculation, and other disruptive prac- 
tices” in his own discretion. 


* * 





ADMINISTRATIVE procedure under the price bill does 
not guarantee public hearings. The Price Administrator 
is empowered to “limit such proceedings to the filing 
of affidavits or other written evidence or the filing of 
briefs.” Protests on established prices may be filed 
within 60 days of the price order, which the Price Ad- 
ministrator must act upon within 30 days. Ninety days 
is time enough to ruin a business, without due process. 

The trickiest part of the bill lies in those provisions 
surrounding the establishment of the “Emergency Court 
of Appeals.” It is given sole jurisdiction to review the 
orders of the Price Administrator, “. .. no court, Fed- 
eral, State or territorial shall have power to consider 
such validity, or to stay, restrain, enjoin, or set aside, 
in whole or in part, any such provision of this act, or 
any provision of any such regulation or order.” Here 
the government proposes to more firmly establish states 
as mere provinces in violating the 10th amendment of 
the Constitution. This is no enumerated power of the 
Federal Government, and the Supreme Court has never 
construed the commerce clause to permit the Federal 
Government to regulate prices of private businesses. 
How much farther this provision goes is seen in that it 
denies the states the exercise of any power. The 
emergency is the excuse. 

The most inequitable violation of due process in this 
connection lies in the power of the Price Administrator to 
modify or rescind any regulation or order appealed to 
the emergency court during the pendency of the com- 
plaint of the aggrieved party. 
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“WHOSE Boss is whose?” is a game played by defense 
chiefs with apparent enjoyment, but to the business 
man it is a matter of exasperation not to say bewilder- 
ment. William S. Knudsen and Sidney Hillman, acting 
as co-director of OPM, top Donald M. Nelson in his ca- 
pacity of Chief of the Priorities Division of OPM, but 
he is director of SPAB, and not responsible to Henry 
Wallace, chairman of the Board. Leon Henderson must 
report to Knudsen on all matters affecting OPM’s Di- 
vision of Civilian Supply, but heads the OPA, and is a 
member of the Board of SPAB. Henry Wallace as 
chairman of the Economic Defense Board is responsible 
only to the President, but to carry out his job must seek 
approval of Jesse Jones’s RFC, as it controls the purse 
strings. * * * 


THE tax amortization law which permits manufacturers 
and contractors building additional defense facilities to 
[TURN TO PAGE 67, PLEASE] 
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The 
CURTAIN 


RISES 
On Winter 
Resort Fashions 


Keyed to Gaiety and Bright Sunshine Are 
the Ready-to-Wear and Shoe Fashions 
Recently Shown in Southern California. 
Now Is the Time to Watch Winter Re- 
sort Styles as a Barometer for Spring 
and Summer Style Successes Up North 


Beach clogs go well with this 
bare midriff floral swim suit. 


This tunic blouse with deep armholes and 

striking trim, worn by Jane Frazee, Univer- 

sal Pictures, makes effective costume, with 
velvet trousers and platform pumps. 


LOS ANGELES resort and cruise wear for 
1942 features bright colors and offers new 
vivacity to playtime togs for the Winter fun 
spots. 

So many of the new styles are so intriguing 
that it is difficult to segregate the most inter- 
esting pace setters. Favorite thrill producers 
include perky peplum adorned play dresses of 
white piqué with novel rickrack trim. . . . 
New long shorts—really culottes disguised as 
skirts with wraparound panels, pleats and 
sash trim. . . . Dude ranch styles in colorful 
“tack room” prints to wear with matching 
fringe-trimmed casual shoes. . . . Match- 
mate suits of solid tone and plaid wool, afford- 
ing a variety of interchangeable costumes at a 
basic cost. . .. Fascinating “Fireside Fashions” 
in contrasting suede jersey and velvet. 








Piquant peasant dresses, dirndl silhouettes of brightly 
patterned cotton, worn with matching baby pants. . . . 
Stunning slacks of an interesting spun rayon which re- 
sembles ‘tweed and tailors beautifully. . . . More slacks in 
smart cottons, with inner lining of striking color con- 
trast, which turn up inte a novel cuff trim. . . . Fiesta 
skirts, reminiscent of California’s Spanish senorita’s 
gay costumes in mid-calf length of bright striped cotton, 
carrying a wide ruffle hem— ideal for patio wear at 
home or abroad. 

An extensive and thrilling selection of costume 
jewelry including native gourd seeds, lacquered in bril- 
liant tones; exquisitely wrought silver pieces; stunning 
creations of American metals, copper and tin, combined 
with suede to match your favorite bag and shoe en- 
semble. . . . Matching accessories including colorful 
crocodile bags, to match bright green, red and blue 
crocodile shoes, as a MUST for the 1942 season. 

Now for the shoe angles to these brand new show- 
ings. Casual shoe types are practically all-purpose foot- 
wear for sports, slacks and fireside fashions. They in- 


clude a wide range of shoes to be worn with play clothes 
and dude ranch things and Winter resort costumes from 
Palm Springs to Palm Beach. 

Many of the dressier shoes which will have their 
début at the Winter play places will be worn all over the 
country next Spring. They are typical of the new trend 
to dressier clothes for afternoon wear. Examples are the 
light looking pumps, unlined, with perky ornamental 
jeweled bows. . . . Nailhead treatments around the heels 
will again be good for Spring. 

White shoes, as always, claim the volume resort busi- 
ness, but in novelties, shoes will be colorful as never 
before in the new blues, greens, beiges and reds, in all- 
over one color and many combinations, especially in 
suedes, wild boar, capeskin and simulated pigskins. Plat- 
forms seen in the Spring Los Angeles Market Showings 
run from 12/8 to 16/8 in height. Nearly all the sandals 
and pumps are backless and toeless. 


Deanna Durbin, starring with Charles 
Laughton in “It Started with Eve,” 
looks very smart in this wraparound 
spectator dress with decorative stitch- 
ing. Her open toe sling pumps are 
very style prophetic of Spring, 1942. 




















NOVELTIES: Left, clockwise: A varia- 
tion of the woven shoe with perforations 
interspersing the weave, Winthrop; a 
heavily detailed moccasin pattern of a 
soft but heavy-appearing leather, Win- 
throp; a novel woven moccasin type pat- 
tern, perforation on vamp, Heywood. 


garded as of only minor importance. One house in the 
popular price range, with 20 per cent of the total line 
already sold, finds only 6 per cent of these orders are 
for all-whites, whereas last year, with a comparative 
amount of the line sold, all-whites represented a much 
larger percentage. This represents orders already placed 
in Texas, Louisiana, Oklahoma, the Carolinas, Missouri 
and other Southern states. 

Tan and white combinations definitely dominate the 
Summer picture. The above-mentioned house, as an 
example, has already placed 64 per cent of its business 
to date in tan and white combinations with the remainder 
going to two-tone tans and other types. Tan and white 
tells the entire combination story, with very little black 
and white in the picture to speak of.There is also a 
general tendency to use less white and more trim. The 
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CREAM-'N-COFFEE: Left, clock- 
wise: A wing tip mesh combina- 


brown in the trim is considerably darker than in other 
seasons, in some instances bordering on the cordovan 
and military browns. In fact, some of the popular Fall 
browns have carried over into the trim on combinations, 
even to the highly polished and antiqued finishes. 

Generally speaking, the wing tip continues to be the 
best seller, although in the overlay, moccasin pattern is 
very good, 

A few cream and buck shoes are in the picture but 
there is little reaction expected on this combination this 
season even though the cleaning problem has been 
remedied. 

The greatest increase in sales for a single type of shoe 
is in the two-tone shoes. Several firms predict that they 
will sell three times as many two-tones this year as they 

[TURN TO PAGE 63, PLEASE] 
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And every time the Jarman Style Clock strikes 
. .. a complete and colorful merchandising pro- 
gram will be launched . . . one for each month 
from February through June, 1942! Full page, 
full color ads in Life, Collier’s, Saturday Eve- 
ning Post, Esquire and Time will start the clock 
ticking at the first of each month. 

This national advertising will bring Jarman 
Shoes to your customers. And Jarman’s sound 
and profitable merchandising will bring the cus- 
tomers to your store. Supporting the increased 
schedule of national advertising will be five 
profit-making promotions, each designed to give 
you a complete merchandising program for an 
entire month. Be sure to see your Jarman rep- 
resentative for a complete explanation of the 
Jarman Style Clock campaign. 


Here are three of Jarman’s new “Dual- 
Tones”—the same illustration that will 
appear in the March 7 issue of Collier’s. 
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@ JARMAN SHOE COMPANY @ NASHVILLE, TENN. 
A DIVISION OF GENERAL SHOE CORPORATION 














A DISTINCT call for color was manifest all over town 
in October and early November selling-—a call that is 
bound to increase in tempo when the stores bring out 
their advanced showings of pretties for Spring a little 
later in the month. 

This trend is confirmed at Saks Fifth Avenue Beverly 
Hills branch on Wilshire Boulevard, Clines, Robinson’s, 
The May Co., Bullock’s, The Broadway and Mandel’s. 
These stores represent the range between the top grades 
and the volume conservative and style stores. 

Nearly every store, even those sticking pretty close 
to staples, had its run on red. This red for the most 
part is a good, rich raspberry and is promoted under 
the store’s own named color. Kelly Green, Golden 
Tobacco and, in some cases, blues came along with the 
reds trailing the popular browns and the dominant 
blacks. 

Three windows at Innes really stopped traffic—one of 
sleek black in suede, calf and patent; one of all red in 
suede, calf and alligator and one showing the same ma- 
terials in all green. That was emphazing color and 
dramatizing it with a vengeance. The promotion gave 
a decided upward tilt to the selling of all three colors. 

Paul Kirsh at The May Co. voiced the experience of 
many in observing that oxfords this Fall were prac- 
tically left on the shelves, while the sleek-fitting V-throat 
pumps were the number one pattern selection in all 
grades. Then, too, he reported, wall lasts in square toes 
are going very well in smooth leathers and reptiles. 
While there is a trend toward low heels, more really 
high heels are selling than previously at The May Co., 
especially in very dressy black suedes, which are par- 
ticularly good when worn with short dinner dresses. 


Wilshire 
Boulevard 
And Broadway 


Call for Color Significant Trend in Current Selling, 
as Los Angeles Top Grade Shops Play Up Raspberry 
Red, Kelly Green, Golden Tobacco, Blues and Other 


Colors—Sleek Fitting Pumps Are Favored Patterns 


by HARRY R. TERHUNE 


In fact these dressy black suedes are accounting for a 
great dent in the evening slipper business. 

Up the next block, on Broadway, Paul Jesberg finds 
a different trend in his Walk Over store. Here utility 
is apparently the shoe selection watchword, which, trans- 
lated into shoe styles, means more useful types and 
vastly more casual shoes than heretofore. Pressure is 
off the 21/8 heels, finds Mr. Jesberg, with a scaling 
down of heel heights of 3/8’s from what the same shoes 
previously sold in volume the past season. Ace seller is 
a 13/8 welt in calfskin. This retailer sees a larger in- 
crease in welts and platforms, since thin soles, in his 
experience, have not proved to be as comfortable as the 
heavier types. Furthermore, his trade feels that thin soles 
do not give sufficient protection from “sidewalk contact.” 


GUDE, Bullock and Schwab are all doing splendid 
jobs promoting low-heel calfskin welts. Innes with a 
strong promotion of brown calf spectator and broguish- 
looking walking shoes is making an excellent bid for the 
popular low heel business. Even Wilshire boulevard 
shops indicate low heel interest stronger than previ- 
ously. At Bullock’s, many uncomfortable dressy types 
have been eliminated in favor of more casual kinds, 
much to the appreciation of the store’s clientele. 
Patrons at Saks are being well elevated, with a grand 
selling job being done on five and six-inch platforms, 
together with a plentiful amount of high clog heels. 
Suedes remain in the same category as always with 
retail prices governing the demand. Stores with retail 
prices of $12.75 and up, such as the French Booterie, 
Huggins, Saks, Delman, Bullock-Wilshire are doing 
[TURN TO PACE 63, PLEASE] 
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Timeliness and clever 
use of patriotic theme 
was the key point in 
this striking display 
by G. H. Wagner, of 
the Brandeis Store, 
Omaha, Neb., winner 
of the first prize. Na- 
tional colors were 
used in the  back- 
ground; National 
Men’s Shoe Week, 
and slogan, “A Man 
is as Smart as His 
Shoes”, were empha- 
sized in foreground. 


We Give You . 


-o> THE WINNERS! 


Second prize winning win- 
dow, was by Irvin Riga, of 
the Potter Shoe Company, 
Cincinnati, Ohio. This win- 
dow stressed the importance 
of the shoe wardrobe. The 
six turntables in the fore- 
ground were covered with 
new Fall suitings, and the 
shoes and socks shown were 
of the correct types for each 
of the clothing materials. 
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Prize-Winning Displays in the Recorder's Annual National Men's 
Shoe Week Window Display Contest 


This window, by 
Harry Weinn of Fa- 
mous Department 
Store, Los Angeles, 
Calif., took third 
prize. Emphasis again 
was on the wardrobe 
idea and on complete- 
ness of selection. The 
rack method of dis- 
play made it easy to 
see complete style 
range at a glance. 
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factors contributing to interest and sales appeal. 

First prize of $25.00 went to G. H. Wagner, display 
director at the Brandeis store in Omaha, Neb. Irvin Riga 
of Potter Shoe Company, Cincinnati, Ohio, took second 
prize of $15.00. Third prize of $10.00 was awarded to 
Harry Weinn of Famous Department Store in Los 
Angeles, Cal. Irving Walden of Brooks Clothing Com- 
pany of California, Ltd.. Los Angeles, Cal., received 


honorable mention. 


EVERY year, in connection with National Men’s Shoe 
Week promotion, Boot anp SHOE RECORDER sponsors 
a contest of men’s shoe window displays. Each year, 
entries have shown versatility, cleverness in execution, 


and genuine ability in planning displays that will sell. 

This year was no exception. Entries were judged on 
the basis of their selling appeal as well as for unusual 
and striking effects. Timeliness and emphasis on the 
shoe wardrobe idea were also considered as important 





Irving Walden of Brooks Clothing 
Company of California, Los Angeles, 
submitted this window which received 
honorable mention. Fall atmosphere 
was created by the logs, clusters of 
purple grapes and golden leaves. 
“Along the Mission Trail”, the theme 
of the window, was carried out by an 
early mission decorative setting. 


‘ 
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The Editor’s 


Outlook 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


The Direction is Forward 


A STUDY of human behavior is something that every 
merchant must do. For weeks we have had a mild 
form of buyer’s strike—the shoe trade is the innocent 
and unfortunate victim. You can reason it out for 
yourself. People on fixed income spend most of their 
money for food. Food costs rise—-less money for other 
things. And food costs have risen! The automobile is 
more important than clothing and footwear; and it 
must be fed gas and oil. About the only thing a person 
can put off purchasing is apparel and footwear—that 
is, providing there are old things to wear in the closet. 

If you have followed along the line of this sort of 
reasoning, you see why it is possible in the midst of 


plenty to have millions of people (with fixed income) 
out of the market for a short period of time—until 
necessity forces them to buy—shoes. Well, inclement 
weather and Winter are the positive forces and the 
public will be coming back to the shoe store and that 
seasonal rush will soon manifest itself again. 


Making machinery for murder! It’s big business! 
The biggest business of the nation. Wages follow work. 
Goods and services are bought with work wages. Amer- 
icans do spend! This group is increasing daily. Both 
groups come into shoe stores for footwear. 

We are indebted to Major Joseph W. Byron, OPM’s 
Hide and Leather Chief, for a quotation from the 
philosophy of his grandfather, William D. Byron, a 
Maryland tanner. Here it is: “You can usually satisfy 
a person’s NEEDS—tarely ever his WANTS.” 

People with money, and there are more of them in 
the making and “on the make,” are filled with WANTS 
and shoe stores are in a position to satisfy them. This 
is the buying group that brightens the shoe picture. 
For the other sector, the shoe merchant must learn to 
satisfy NEEDS. Fortunate, indeed, are we to live in a 
country where we can have both groups—the warp 
and the woof of the fabric of merchandising. 

This shoe business is a long and interesting service— 
footwear for the youngest of infants and the oldest 
adults, in health and in sickness, in active life or in 
crippled immobility, in every material, type and use—it 
stands the indispensable industry in war or in peace. 
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Shoe men are in the habit of generalizing and one of 
the dangers of the moment is the brand of thinking that 
comes out of a statement that “before 1941 is finished, 
we will have manufactured 500,000,000 pairs of shoes.” 
The reasoning continues “that’s too many.” Well, is 
it? One of the dangers of our trade is this muddle- 
minded thinking. 


For ten years we have been having declining 
inventories in all stores and “chin-to-mouth” buy- 
ing. During these ten years we have been buying 
shoes in 24-pair lots, etc., and hoping by talk and 
deception to fit customers who have a range of 
168 sizes of feet. Well, the result has been a 
pretty terrible sort of fitting service. 


Now, if the buying of 1941 has been on plenty of 
sizes and widths, there certainly isn’t anything wrong 
with the inventory conditions of stores in the light of 
giving the public real service. The 12-pair-Johnny type 
of buyer still thinks he is dressing the window, but he is 
certainly raising hell with human feet, if he thinks 
he can fit the public on that size sheet. 


So you see there is a point for satisfying a person’s 
NEEDS as well as his WANTS—if you have sizes and 
fitting and better selections. We must not take the fig- 
ures of a national production in any one year as a 
measuring stick of today’s inventory condition. Any 
merchant owning men’s and boys’ shoes has money- 
in-the-bank right on his shelves. Conditions are going 
to get tighter in that field when we make more army 
shoes and perhaps lease-lend millions of pairs to Russia, 
England, Africa and other places now crying for heavy 
footwear. On women’s shoes we can have an abundance, 
because there are no great pressures on the materials 
going into diversified feminine footwear. Fashion can 
be taught so easily to jump through the economic hoop. 


At this point, at the end of a short Fall season (and, 
by the way, suedes represent short season merchandise 
just as football is a short season thrill) merchants, 
manufacturers and everybody else have got to control a 
disposition to march backward. The direction is forward. 
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They’re Buying Quality 
and so the Spotlight 
is on TRU-POISE Shoes 


NEW FOR SPRING 
The SHERIDAN was cre- 
ated to appeal to women 
with an urge to get out and 
do things. Note the low 
walking heel... the trim, 
smooth calfskin and novel 
throat treatment. You'll sell 
the Sheridan fast and often. 


NEW FOR SPRING 
TheCAROL reflects the de- 
signers consummate skill in 
combining materials to set 
a new style trend. Here is 
calfskin and gabardine in a 
medium heel, open toe slip-on 
that’s sure to sell in volume. 





NEW FOR SPRING 
The OLANTA is the new 
vogue in a gabardine shoe 
with calfskin accent. Every- 
thing about the Olanta, its 
trim lines, high dress heel, 
marks it as a‘*best seller.” 





THEY'RE BUYING QUALITY .... good profit merchandise and they're buying it 
in volume! And right up at the head of the class are Tru-Poise shoes by Selby. 
Their combination of “ahead of the times” styling, superb craftsmanship and 


elegant simplicity is putting weight on the profit side of store ledgers everywhere. 


ILLUSTRATED are three new advance styles for Spring done in the Tru- Poise man- 


INTRODUCING ner. They’re your insurance for repeat sales because the “cradle-cup” heel helps 


Mr. E.W. McCain make them that way. Work them into your Spring program for record selling. 
the new manager of the Tru-Poise 
division of Selby Shoe Company. 


enviable reputation forsyiing. =»-s THEE SELBY SHOE COMPANY, PORTSMOUTH, OHIO 


enviable reputation for styling. 
IN CANADA, MURRAY-SELBY, LTD., LONDON, ONT. ...IN ENGLAND, SELBY 
SHOES, LTD., LONDON...IN AUSTRALIA, SELBY SHOES (AUST.) LTD., SYDNEY 
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JOHN T. BARTLETT 


IN one Western state, an extension 
speaker from a higher institution has 
been addressing employee groups. In 
his talk, on National Defense sales- 
manship, he emphasizes the pull-to- 
gether spirit which the emergency 
demands. He refers to the short- 
handed conditions likely to arise in 
most stores, forcing employees to 
carry more than a normal load, or 
moving them from familiar and liked 
tasks to new and difficult ones. He 
appeals for patriotic good nature. 
The times call for a cooperative, 
willing spirit among retail shoe em- 
Let me say that, without 
any special cultivation, a great many 


ployees. 


employees have this attitude. But why 
leave the matter to chance? We 
should have more talks on National 
Defense salesmanship by men outside 
our organizations — good speakers 
who win confidence, make their point 
effectively. I know of a manufac- 
turer’s salesman who has completely 
rebuilt his standard talk to store 
groups. His former No. 1 objective 
was, naturally, to stimulate promo- 
tion of his line. 

Now, he works to promote best 
relations between merchant and em- 
ployee. 

Spending Sunday at a resort, I 
noted a lively party. From a nearby 
town, a shoe merchant had brought 
several of his employees for an out- 
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Personnel Makeshitts: 
And Solutions 


Number 3 of a Series on 


RETAILING UNDER NATIONAL DEFENSE 


ing. After the swell dinner, the party 
turned to sport. 

In all kinds of business weather, 
this sort of thing is good. During the 
present labor stress, it is doubly help- 
ful. The shoe man who makes a suc- 
cess of the happy-family principle 
won't have any great difficulty in 
meeting labor emergencies. 

The retail labor situation is very 
spotted. I know of many shoe stores 
which, as yet, have had no particular 
difficulty. But in industrial centers, 
and communities affected by defense 
construction, army camps, etc., there 
is a decided pinch. Yesterday, a call 
for boys brought applications from 
dozens, scores. Today, they are both 
hard to get and to keep. The “extra” 
problem is acute in many places. 


WE are in for a period of personnel 
makeshifts. Shoe merchants who, for 
years, have picked their employees 
from an ample waiting list, now find 
themselves with no waiting list what- 
ever. They must drum up applicants. 
Standard practice, of course, always 
begins with conversation with present 
employees. On the average, for most 
types of work, applicants obtained in 
this way are the very best. 

When local advertising is near- 
barren of acceptable results, the mer- 
chant can sometimes advertise in sub- 
urban or country papers in his terri- 
tory. Naturally, when available, state 


-by JOHN T. BARTLETT 
Business Research Specialist 


employment services will be can- 
vassed. Trade association secretaries 
can sometimes give help. 

The two largest single items of 
overhead are payroll and rent. Rent 
is relatively static. But payroll is 
elastic, apart from the dollar total. 
The difference in effectiveness be- 
tween two workers, paid the same 
amount, may be 50 to 100 per cent. 
There are other decisive factors in 
retail management, of course—but the 
shoe retailer who has an efficiency 
quotient for employees of 125 per 
cent or more is fairly certain to be 
very successful. Productive employees 
are especially desirable in the cur- 
rent period; the number of them re- 
quired to handle a given store’s busi- 
ness is less. 

So, despite emergency conditions 
and a human tendency to slight the 
employee selection task, smart shoe 
stores will not do a careless job. They 
will try determinedly to develop ade- 
quate choice, if necessary spending 
much more time and money thar 
formerly in locating candidates. And 
when workers are put on who, shortly, 
are revealed as low-grade, the policy 
will be to replace them at the first 
opportunity. 

There are emergency policies and 
methods which contain the solution 
to many shortage problems. 

1. Women workers used, in whole 

[TURN TO PAGE 67, PLEASE] 
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Mr. Walter Vogel, Upper Sandusky, Ohio, gives his formula for 
success in selling Rubber Footwear 


Vogel's Shoe Store has handled 
BALL-BAND Footwear for over 
40 years. 


——_— a > ee 


Left to right: Anthony Vogel, Walter-Vogel, Thomas Vogel, (father, son and grandson) Paul Hilderbrand, Anna Ellis, Joseph Boes. 


Therein lies one of the most im- and my hobby is good show windows, which | still plan 

portant elements of the successful and trim myself. We are located in a small town of only 

operation of any retail business— 4000 population but have carried mostly nation- 

sell quality merchandise and stick ally advertised merchandise such as BALL-BAND, 

to it. There are other things too, which we have handled for 40 years. We carry a 
which Mr. Vogel considers important. He says: “I large stock and we have the goods for customers 
have been doing the buying for the past 22 years when they want them, and that is something.” 


Mishawaka Rubber & Woolen Mfg. Co., 280 Water St., Mishawaka, Ind. 


Attractive table display in the basement with bulk A good place to display BALL-BAND Mr. Vogel believes a good way to get that “ extra 
merchandise in boxes under the table where it's Rancho Boots—near the stairway pair’ business is to get the merchandise out 
easy to get at, and easy to fit customers in a jiffy. where there's plenty of store traffic where customers can see — and want it. 
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AL SILVERMAN 
Women's Shoe Buyer at Lansburgh's, Washington, D. C. 


Inasmuch as Al Silverman does not speak in terms of 
self-promotion, the story of his policy does not unfold 
readily. One fact, however, which emerged early—one 
we consider outstanding—is the valuation which he 
places on the human factor. This appreciation of each 
employee as an individual doubtless is one of the reasons 
why crisp, business-like Al Silverman commands loyalty 
and gets the maximum from men in his department. It 
was not until nearly the close of the interview that he 
unconsciously summed up his policy, when he remarked, 
“The deeper things in business lie in the understanding 
of people working with you.” 

On the tangible and more readily observable side, 
Mr. Silverman’s policy merits attention as evidenced by 
the way he handles advertising. If you follow Lans- 
burgh’s shoe announcements over a period of time, you 
will find pointed copy, never a routine story of price 


Your Sales Staff Can Make You 


by EDNA McKNIGHT . . 


THE evidences’ of a successful department are on every 
hand as one walks through the section alloted to women’s 
shoes on the second floor at Lansburgh’s, Washington, 
D.C. Yet when we talked with Al Silverman, the buyer, 
he disclaimed any special distinction or methods, al- 
though quite willing to concede that every buyer today 
knows his business. His quiet, matter-of-fact manner 
and denial of any success formula—his phrase was “no 
secrets” —momentarily discounted our endeavor to find 
out the reasons why Lansburgh’s does so well on 
women’s shoes. 

Facing the self-made man who started with Hovey’s 
in Boston and went on to twelve successful years with 
I. Miller in Chicago, we realized that here was a buyer 
who had little need to discuss how he gets results. They 
were there for all to see. We knew, for example, that 
the Bureau of Standards not long ago had come to 
this particular department to study its methods and to 
take photographs because government experts liked the 
way it was doing business. Doubtless the policy of the 
store in encouraging promotions within the house, 
which Mr. Silverman offered as an explanation, did 
provide a good foundation for success. Nevertheless, 
we wished to discover what this buyer as an individual 
was doing to make the firm policy work and his depart- 
ment a distinct human unit within the store. 


30 


- Or Break You 


Successful Relations Between Buyer and Sales- 


men Are Extremely Important in Deciding the 
Success or Failure of Any Shoe Department. Al 
Silverman of Lansburgh's, Washington, D. C., 


Builds on the Loyalty of the Men on His Staff. 


lines or mere descriptions of shoes. The reason, as must 
be explained later, is due to a definite conviction of 
the buyer. 

After three and a half years at Lansburgh’s, he speaks 
confidently and admiringly for the system of promo- 
tions developed by this Washington house. Character- 
istic of the man is the way he identifies himself with the 
firm he serves when he says, “We encourage promotions 
within the store. Practically all the buyers have come 
from the ranks. We conduct classes in our house.” 

The Lansburgh school, as he explained, is open to all 
qualified salesmen on request. The requisites for ad- 

[TURN TO PAGE 69, PLEASE] 
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THE WOHL ORGANIZATION § ( 








FOUNDED on a policy of service, Wohl Shoe Company is this year observing the 
25th anniversary of its establishment, with that policy still its guiding principle. These 
25 years constitute a quarter century of growth and progress by the Wohl organiza- 
‘tion—progress based on foresight and achieved under the inspiring leadership of 
David P. Wohl. The anniversary marks a chapter in an unusual shoe success story. 





NE CROWNS 25 YEARS OF SERVICE 


Vision and Inspiring Leadership of David P. Wohi a Vital 


Factor in Success and Prosperity of the Wohi Organization 


—His Remarkable Career from Office Boy to President 


Mr. Wohl, president and founder of Wohl Shoe Com- 
pany, is a native St. Louisan. His first position, at the 
age of 14, was with a St. Louis wholesale shoe house, 
where he was an office boy at a salary of $2.50 per week. 
While thus employed, he worked evenings and Saturday 
afternoons in retail shoe departments in order to: gain an 
insight into the retail shoe business. After working for 
three years, he pointed out to the sales manager of his 
company the fact that the concern was not getting suf- 
ficient business from some of the nearby towns, and was 
immediately appointed to work these towns. 

His first trip lasted four days. On this trip he sold 
$1,800 worth of shoes—and submitted an expense ac- 
count of $8.00! He was given additional territory in 
Southeastern Missouri, making his trips by steamboat. 
His work on this territory gained him the job of utility 
man, which he held for seven years, working various 
territories which the regular salesmen did not cover. 

Sensing a growing demand for women’s high style 
and novelty footwear, Mr. Wohl went to Boston to a con- 
cern specializing in this type of merchandise, and offered 
to handle the line in Missouri. He asked no salary and 
no expense account; it was to be strictly a commission 
job. The result—he represented the firm for seven years 
with the entire Middle West as his territory. 

In 1916 Mr. Wohl went into business for himself. A 
one-floor storeroom at 1401 Washington Avenue was 
rented; two years later, the company found it necessary 
to move to larger quarters at 1216 Washington Avenue, 
where it remained for five years. With expanding busi- 
ness, more space was again needed, and the firm moved 
to a larger building at 1224-26 Washington Avenue. 

Mr. Wohl had noticed in his travels and through as- 
sociation with department stores which he contacted, 
that shoe buyers were hesitant about featuring high 
style footwear, feeling, perhaps, that the styles were too 
hazardous to risk the drastic markdowns which they be- 
lieved were the inevitable result of carrying stocks of 
this nature. Mr. Wohl believed that he had a merchan- 
dising idea which would permit him to feature high style 
novelty shoes in a wide selection; he’ believed that 
specialization and concentration on this merchandise 
would result in a profitable business. Not only would 


this business lift the volume of the shae department; it 
would tend to increase store traffic in general. 

So, in.1922, Mr. Wohl opened his first retail depart- 
ment in a women’s ready-to-wear store in St. Louis. Im- 
mediately successful, the department was evidence of 
the fact that his idea had merit. And six months later his 
second unit was opened in another specialty store in 
Kansas City, Mo.; a third followed in a department 
store in Omaha, Neb. At the end of the year seven de- 
partments were in operation, marking the beginning of 
the retail business of Wohl Shoe Company. 

It is generally known that Wohl Shoe Company were 
pioneers in establishing leased shoe departments in de- 
partment stores and women’s ready-to-wear and spe- 
cialty shops. After the plan had been in progress for 
five years, there were 68 departments in operation, 
many of them in the largest department and ready-to- 
wear stores in the country. The idea gained momen- 
tum; in 1934 there were 257 departments operated by 
Wohl Shoe Company. It was then that Mr. Wohl de- 
éided to limit the number of departments, bat to estab- 
lish closer contact, closer cooperation in a smaller num- 
ber of units. He felt that by so doing, it would be pos- 
sible to do an equal volume of business in fewer, more 
efficiently run departments, and the decision was taken 
to give up about one hundred departments then in 
operation. 

Mr. Wohl sent out personal letters to store owners, 
department managers and the office personnel announc- 
ing the new policy, explaining that he had never been 
interested in seeing how many departments Wohl Shoe 
Company could operate, but that his main thought had 
been to see how good a job it could do. “Success,” he 
went on, “is inevitable when you ESTABLISH A GOOD 
REPUTATION—when you know how to attract cus- 
tomers into the store—when you give OUTSTANDING 
VALUES.” 

Since the company had gained nation-wide recog- 
nition as specialists in the operation of women’s shoe 
departments, they had submitted to them many prop- 
ositions from stores in smaller towns who wanted to 
lease their departments to Wohl Shoe Company. The 

[TURN TO PAGE 37, PLEASE} 
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STYLE is a magic word, the pivot of a woman’s exis- 
tence, the nucleus of America’s largest industry, and the 
focal point of more than one important part of that in- 
dustry, including the shoe business. 

Twenty-five years ago the shoe industry bore little 
resemblance to the complex, highly geared mechanism 
it is today. Fashion was its motivation, yes, but the 
modern tempo had not yet touched it with its quickened, 
exciting pace. Styles changed not every day, but every 
year; a change from one shoe silhouette to another was 
epochal. 

Twenty-five years ago it was 1916, and the first 
World War was the turbulent background against which 
millions of Americans were living, a panorama that was 













































py 





























i oP an tale eS SL ATCT 








just beginning to show the ripple of impending 
change which follows inevitably on war. 

But ‘fashion lets no current happening deter 
its inspiration. Rather, it takes new energies 
from them, and itself acts as a buoyant bulwark 
against which men and women seek to keep a 
civilized aspect. So in 1916 women were their 


most feminine. Long hair coiffures were a 


’ tradition. Dresses concealed rather than re- 


vealed the niceties of the figure. Billowing 
skirts reached just over the tops of high laced 
or buttoned-up boots, and compromised only at 
the pinched-in waistline. . 

The Cloche (twenty-five years later again 
raising its head in fashion) ruled the millinery 
scene. And, of necessity, Madame and Made- 
moiselle stepped into their Baker Electrics with 
a slow dignity to be transported to the engage- 
ments of their social programs. 


BUYING a pair of shoes was not a frequent 
event; styles were stationary and manufactured 
on an individual rather than a mass scale, so 
prices were high. Patent and black glazed kid 
high shoes, some with grey suede or white calf 
uppers, were the fashion. And Summer saw 
America’s women wearing white canvas boots 
with Baby Louis heels. The low shoe, chiefly 
a pump of patent with putty cloth, sand cloth 
or buck quarter and low “spool” heel, was just 
attempting to assert its smarter, cooler existence 
into the tastes of a nation of women. 

1921. The war was over just long enough to 
give the American population time to show its 
full reaction. Women bobbed their hair, in the 
train of Irene Castle: short, rather shapeless, 
windblown haircuts that were cyclonic change 
from the femininity of previous coiffures. 

Change, change, change was the cry of the 
day. Dresses became slimmer in silhouette, 
yet the process was not a complete one. Nar- 
row at the hem and at the waist, width still was 
left in the center, giving a “barrel” appearance 
to the figure. With the shearing of long tresses, 
hats became small, fitted down over the head, 
and brims often covered the eyes. Veilings, 
feathers, flowers and. bows ran rampant over 
headgear. Fashion was wild in its new surge 
of inspiration, and shoes, too, underwent the 
first real change in years; the high shoe was out 
forever, and the novelty low shoe was born. 
[TURN TO PACE 42, PLEASE] 
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WOHL SHOE COMPANY'S FOUR LINES 


Parallel with the Development of Fashion as a Prime Influence in Women's 
Footwear Has Been the Quarter Century Growth of Wohl Shoe Company 
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WE BEGIN OUR 
TWENTY-SIXTH YEAR 


When Wohl Shoe Company was founded in 1916, it 
started much as any other business might have begun . ee 
with enthusiasm...with confidence...and with courage. Its 
seed was well-planted, and the business was firmly rooted. 
Now, as we look back... particularly over the last ten 
years...we realize that we have grown very rapidly. Yet, 
our growth has been permitted only as the increasing ability 
and experience of our company has made it possible for us 
to spread work and responsibility, and never at the risk of 
our policies that have guided us through our years of success. 


At the same time, we also recognize that the women s 
style shoe industry likewise has grown tremendously, and 
has provided us with many inspirations and opportunities. 
Naturally, we are proud of our achievements, but most of 
all, we are proud to possess the good will of the thousands 
of dealers whom we serve. Their confidence in us and 
their cooperation, definitely has played a most important 


part in our progress. 


Today, as we begin our Twenty-Sixth Year, we look 
ahead both with optimism and hopefulness, for we confi- 
dently believe that there is still much that remains to be 
done. But whatever the future may hold, we promise to 
try to maintain the course which we have set. As in the 
past, we plan to continue our policy of always offering the 
newest footwear fashions... the greatest possible shoe values 
...and to even further improve and solidify the services of 


our company. 


WOHL SHOE COMPANY 


SAINT LOUIS MISSOURI 
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[CONTINUED FROM PAGE 33] 


sales volume in these departments did not justify direct 
retail operation. It was at this time that the idea which 
was to be known as the Wohl Plan was born. This was 
a plan in which Wohl Shoe Company assisted the in- 
dividual in buying, merchandising, advertising, window 
display, and in a general way supervised the operation 
of the department. 

The idea met with success; it has been consistently 
publicized and is well-known throughout the shoe indus- 
try. At the present time there are approximately 300 
Wohl Plan units throughout the United States. Many 
requests are received asking for consideration for Wohl 
Plan operation, but the Wohl policy of taking on only 
the number of departments which can be properly han- 
dled and supervised limits the group to a specified num- 
ber of units. 

The company moved to its new home at 1601 Wash- 
ington Avenue on June 15, 1939. Throughout the en- 
tire building, the latest equipment for speedy and 
efficient service is provided. It is possible for Wohl 
Shoe Company to receive into its warehouse 100,000 
pairs of shoes in one working day. The company is 
set up to handle more than 200,000 incoming and out- 
going pairs of shoes a day. 

This gives a glimpse of the remarkable progress of 
the company since its establishment 25 years ago. When 
it started, only three people were employed. At present, 
the company boasts a personnel of 1600. Total salaries 
‘or the first year, of course, were low; last year total 
salaries paid by Wohl Shoe Company amounted to 
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This very imposing en- 
trance is that of Wohi 
Shoe Company's Heme 
Office. It is interesting 
fo note thet even 
though this building has 
a@ frontage of 165 feet 
there are no signs of 
any kind on the build- 
ing other than the two 
bronze plaques on each 
side of the door. 


$1,927,101.20. Daily shipments of shoes in the year 
1916 amounted to less than $2,000. The record one-day 
shipment at the present time amounted to approximate- 
ly $330,000. 

None of this progress just happened. It was the re- 
sult of constant planning, and the policy of abiding by 
a principle of service. In Mr. Wohl’s office hang several 
mottoes taken from the writings of Abraham Lincoln. 
He has found these mottoes of great inspiration and has 
had thousands of requests for copies of them. He also 
finds it beneficial to send a “Weekly Pep Letter” to 
all of his co-workers, explaining the aims and policies 
of Wohl Shoe Company and offering suggestions for 
better, more efficient merchandising. 


LoYAL employees of Whol Shoe Company have always 
been rewarded. For several years the company has dis- 
tributed approximately $100,000 a year in employee 
bonuses. In addition, many of the employees are stock- 
holders of the company. Most of the stock held by 
employees has been sold to them on a very liberal basis. 
The arrangement is such that no cash must be paid for 
the stock, but the employee is permitted to pay for it 
from dividends which it earns. From year to year 
deserving employees are permitted to purchase addi- 
tional stock. 

The Wohl spirit continues strong—that of service 
and intelligent cooperation. After twenty-five years it 
is still flourishing, with every indication of continued 
effectiveness. 
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MARTNESS is 
the distinguishing attribute of the American 
woman. Throughout its 25 years of existence, 
the WOHL SHOE COMPANY has con- 
tinuously and notably contributed to this 


eminence. 


The tanners of “THE WHITEST 
WHITES” are justifiably proud of the 
prominence accorded LEVOR white kid 
... Smooth... Mello Crush... Flexy... 
and Suede .. . in each season’s offerings 
of the WOHL SHOE CO., for Sunland 

and Summertime Smartness. 








STOMERS 


CUSTOMERS Li oe 














STYLE --- 25 YEARS AGO AND TODAY 


[CONTINUED FROM PAGE 34] 


A corner shot of the main floor of Wohi Shoe Company, showing some of the showrooms. 


Strap effects made their appearance on high-cut 
pumps—single straps, double straps, multiple straps. 
Kiltie flaps were seen on pumps; white canvas spectator 
pumps with contrasting leather trims, colonial buckle 
pumps, white buck oxfords all had their place in the 
scheme of things and all were really just low versions of 
the high-top shoe in general silhouette—featuring long 
vamps and pointed toes, the Baby Louis heel. 


INGENUITY ACCELERATES THE FASHION PACE 


1926. The fashion pace was accelerating even more. 
American ingenuity was on the march. Skirts hit the 
knee, and waistlines moved toward it. This was the era 
of the most unbecoming silhouette in fashion’s history. 
From one extreme of billowing, long skirts, the trend 
was to the other of skimpy short skirts and waists in- 
congruously belted far below the normal line. Hats 
were high and draped to fit the head, absolutely brim- 
less and most unflattering. Streets began to fill with a 
steady stream of automobiles, still square-looking, but 
beginning to show more variation. Disc wheels were 
in and high pressure tires. Touring cars were still the 
vogue. 

Shoes too began to show more variation, to get into 
the period of real novelty designing. High heels were 

-in and T-strap sandals, opera pumps, spectators, cuban 
heels. The long vamp and pointed toe still ruled, but 
this too soon gave way to shorter, more rounded toes— 
a newer silhouette entirely. 

1931 found the fashion scene again different. Skirts 
were long again, just below the calf—about ten inches 
from the floor. All women looked tall, for skirts were 
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narrow as well as long, the waistline had jumped back 
to normal, and there was a tendency to design in the 
two-piece effect, with jacket lengths below’ the hipline. 
Coats, too, were pencil-slim and hats fitted close to the 
head, with the turban vogue in full sway. Automobiles 
were beginning to look more streamlined. Efficiency 
and function were words that began to be the keynote in 
all aspects of living. But the great American modern 
era was not yet here; its murmurings were just be- 
ginning to make themselves heard. 

The shoe situation was the same. Beginnings of new 
things were in the air, but it was in the next five years 
that developments occurred rapidly. The novelty shoe 
was to take the lead in fashion and merchandising, and 
Wohl Shoe Company, throughout this period of years, 
was creating new shoe ideas, following the tempo of the 
fashion trend, establishing itself year after year more 
firmly as a source of high style shoes. 

By 1936 women looked much as they do today. Sim- 
ple lines and detail, rich materials used in functional 
frocks, the shirtwaist frock, tailored sport clothes, all 
were of major importance. Coiffures were flattering in 
short, upswept curl effects. Slacks and culottes were 
being adopted enthusiastically by women, for ease and 
smart leisure were being taken seriously. The Ameri- 
can leadership in the designing of sports clothes and 
tailored clothes for women was rapidly coming into its 
own. Automobiles were becoming more and more 
streamlined—and so was fashion! 

1941. A new World War has started, and by now all 
America has been permeated with the “National De- 

[TURN TO PAGE 57, PLEASE] 
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I just want to say howdy and happy birthday to my 

good friends at Wohl Shoe Company. 
And just a word for my sponsors: A lot of Evans Leather 
goes into Wohl Shoes. Perhaps that’s one of the reasons 
they are such nice shoes. Anyway, we hope they use a lot 


more of it in the next 25 years—and then some!" 


Ever thine, Evaline . . . speaking for 


Stites kid one vem 


JOHN R. EVANS & COMPANY - CAMDEN - NEW JERSEY 
Established 1857 


November 15, 1941 








A hibiil: 


Boot and Shoe Recorde 











COLONIAL PATENT 
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The growth and development of The Wohl Shoe Company throughout the past 
quarter century is a noteworthy record of outstanding achievement in American 
business. That the name “Wohl” has always stood for the utmost in integrity and 
dependability is common knowledge throughout the industry. As the tanners of 
Tandrite Calf we are proud of the contribution Tandrite Calf has been permitted 
to make toward the maintenance of traditional Wohl style and quality. In tribute 
to The Wohl Shoe Company's twenty-fifth anniversary we extend heartiest 
felicitations and sincere good wishes for continued success. 


E. HUBSCHMAN & SONS, INC., PHILA., PA. 


Tanners of Fine Calf Leathers 
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Wohl Shoe Company. 


To the Wohl Shoe Company: Congratulations 


and best wishes for your continued success. 


COMPO SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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Famous Names in the Shoe Industry 
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BACK of every great business success lies a 
simple idea—an idea born of a need. 
Twenty-five years ago David P. Wohl started 
a business concerned with the wholesaling of 
women’s shoes. At that time he already had a 
sound experience in the principles of successful 
shoe operation; he had become, through his own 


efforts, the representative of a successful Boston 
concern, with the entire Middle West as his terri- 
tory. Mr. Wohl had vision. He saw the shoe 
field in the great Middle West lying fallow, ready 
for cultivation. 

The new business prospered. But current 
events, always a major factor in the success of 
any enterprise, fathered the birth of a great idea, 
an idea that revolutionized the merchandising and 
retailing of women’s style shoes. 

After the close of the war, when prices began 
to tumble, jobbing houses found themselves in 
an awkward position. Manufacturers were able 


TILL GROWING, 






to sell directly to retailers at low prices, and some 
wholesalers were afraid to carry novelty shoes 
because constantly changing styles involved a 
great risk of loss from depreciation. 

New methods of operation were necessary. 
Here was the need. Like a scientist groping to 
find the element that will make his theory a real- 
ity, David P. Wohl sought a solution to this prob- 
lem. He found it in the Wohl Idea—the idea 
which has brought this company a distinguished 
place in the shoe industry. 

The Wohl Idea briefly was this—the company 
began to operate its own retail outlets in connec- 
tion with its wholesale business. Thus it became 
less dependent on the retailers who were its 
customers, and the wholesale branch of the com- 
pany could then buy more liberally because of 
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IS WEEK IT REACHES ITS 
QUARTER CENTURY MARK 


The Wohi Pian of Operating Its Own Consumer Outlets Enabled This 


Company to Stock More Styles and Give Better Service to Retailers 


its assured retail outlet. In addition, it was possible to 
carry a larger variety of styles, thus insuring its whole- 
sale accounts a continuous and wider selection of in- 
stock styles. 
confined to smaller cities; the operation of retail out- 
lets in large cities, therefore, did not result in conflict. 

The Wohl idea, dovetailing with current events, 
worked toward success. Its creator, however, stresses 
other factors as important in attaining that success. He 
says: “The success of my company is due to the un- 
swerving loyalty and continuous hard work of the 
men who have been with me from the start, and those 
who have conte into the organization as the increase of 


? 


The wholesale business then had been 


responsible duties made it necessary to add to the 
personnel. Any business success, backed by an idea, 
has its continued growth only in the efforts of the 
people who make up the thinking and working parts 
of its anatomy. I am grateful to my-eo-workers . . . 
for they have never let me down.” 


Another important step in the development of the 
Wohl plan came shortly after. The company started 
advertising its lines. An advertising department of 
two men was formed; today, after fourteen years, that 
department is one of the largest of its kind in the 
industry. It is composed of a staff of twenty persons— 

[TURN TO PAGE 59, PLEASE] 
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An old-timer steps up to grip your hand. Rest assured no manufacturer, merchant or servicer 
shakes it more heartily. 


When you pioneered the new era in shoe styling and distribution, we were almost 50 years 
young. You have a right to feel young in the fullness of your new maturity. 


Success is not measured in cycles of years—but in terms of Ideas, Talent, Work and Service. 
Your success has been brilliant. May your Birthday Candles ever shine brighter and brighter. 


_WINDRA 


3 Dorchester St. 


ELASTICISING 
COMBINING 
BACKING CLOTH 
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The only value of a trade-mark is the moral force behind it— 
the steadfast policy of fair dealing with buyer and seller alike. Such a name is 
Wohl Shoe Company, a veritable symbol of success, established by twenty-five years 
of sound and progressive management. It is a pleasure to make our contribution to the 
success of this famous line—to have a part in sustaining the value of Wohl Shoes and 


the prestige of the Wohl Shoe Company name. 


B 
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COMPANY, Incorporated BOSTON, MASS. 
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STYLE --- 25 YEARS AGO AND TODAY 


[CONTINUED FROM PAGE 42] 





Interior view of one of the spaci d 


fense” spirit. Men, women, in all walks of life—even 
school children—are contributing their efforts to the 
defense program. Clothes are sharply divided into two 
groups—those worn while busy on various projects, 
tailored, sensible, durable clothes, and the lighter, more 
frivolous concoctions for wear during leisure hours. 

A slimming of the silhouette is a noticeable trend, 
and softer shoulders and longer waistlines are evident. 
The accepted skirt length is a little below the knee. In 
the functional group, the tailored suit, the shirtwaist 
dress, simple, easy to wear clothing which depends for 
interest on its beauty of line and fit, is almost uniform. 
In the dressy group we find fanciful expressions of the 
mood for relaxation—glitter on dressy afternoon and 
evening dresses, glitter from jet, sequins, beads. 

Coiffures are on the up and up, with the trend lifting 
hair up and off the forehead. Ears are bared; the 
pompadour has returned in a new, modernized version. 
There is a feeling toward shorter hair and a sleek, 
groomed look. Earrings are much in vogue, because 
the hair is off the face. Hats are usually set behind the 
pompadour, and hug the back of the head. They may 
be yery small, or large halos which provide a frame for 
the face. The cover-up look (covering the entire back 
of the head) is putting in an appearance. 

Automobiles have sleeker lines than ever; improve- 
ments such as no-shift arrangements have become 
important talking points for the new models. Because 
of the Defense Program there is less glitter and metal 
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n sample rooms of Wohi Shoe Company, St. Louis. 


used in the adornment of automobiles than there was a 
year or so ago; metal is on priority list and must be 
conserved. But metallic paints and two-tone finishes 
have been developed to take the place of metal trim. 


THINGS WE DIDN'T HAVE 25 YEARS AGO 


The shoe silhouette is either very high or very low. 
Elasticized materials offer beautiful molded-to-the-foot 
effects without obvious adjustment; high cut elasticized 
stepins vie for honors with the popular low-cut trimmed 
pump. Wall lasts provide comfort and a shorter look 


to the shoe. Synthetic materials have made their ap- 
pearance and are beginning to come into general use, 
especially as trimming on shoes. Platforms and bump 
toes have put in a return appearance. 

Heels are definitely on the lower side. 
have to be on their feet all day want sensible, comfort- 
able shoes, and soft, flexible constructions are gaining in 
popularity. There is a definite trend to the military, 
with buckled monks, highly polished leathers, plain toe 
bluchers, etc. 

Wohl Shoe Company is still progressing and is known 
from coast to coast as the source of high-style novelty 
shoes. Wohl’s four lines are advertised in 27 national 
magazines, with a total circulation around 39,000,000. 
Wohl is meeting the problems of the day squarely, and 
is preparing to meet those that are bound to follow this 
war period. 


Women whe 
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‘have had a part in the success of 

your shoes pe the remarkable 
wth of your company during, 
e last 25 years. 


THOMAS TAYLOR @ SONS INC. 


HUDSON 
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25 YEARS AGO A GREAT IDEA WAS BORN 


[CONTINUED FROM PAGE 51] 


Thsi photo shows a section of Wohi Shoe Company's main front office, which Is approxi- 


135 x 165 feet in dimensions. One hundred and sixty-five people 





y this 
The entire main floor office and all showrooms and sample rooms are air-conditioned the 
year around and the first floor has an Accousti Celotex ceiling. 


artists, layout people, copywriters, including a media 


and analysis department. In this department is done 
all the preparation and handling of direct mail pieces, 
broadsides, dealer radio programs, etc., for use by the 
dealer. It also furnishes a complete newspaper mat ser- 
vice to dealers on the entire Wohl line. It is maintained 
at an annual expenditure of about $75,000. 

Wohl Shoe Company today is one of the largest 
advertisers of women’s style shoes in America. In 
1940, $612,794.69 was spent for newspaper, magazine, 
radio and direct mail promotion. National advertising 
began in a small way in 1933, when Wohl Shoe Com- 
pany began advertising its branded lines. Starting with 
the Jacqueline line in two fashion magazines, it fol- 
lowed with Paris Fashion, Connie and Natural Poise 
lines. In 1941, twenty-seven of the leading women’s 
magazines, with a combined total circulation of more 
than 39,000,000, were used for the promotion of these 
four lines of shoes. The four Wohl lines are known and 
sold throughout the nation—North, South, East and 
West—in every state in the Union, and in Alaska, 
Hawaii, The Philippine Islands, Canada, Mexico and 
Porto Rico. 

The company moved into its present building at 1601 
Washington Avenue in 1939. It occupies the entire 
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building—approximately 200,000 square feet of floor 
space which is used for the showrooms, sample rooms 
and for the entire office and warehouse personnel of the 
company. The upper floors warehouse the company’s 
stock which approximates a perpetual inventory of 
“in-demand” shoes of $1,000,000. About 325 people 
are employed at the home office; 40 traveling salesmen 
call on Wohl Shoe Company dealers regularly. 

The entire first floor of the building is air-conditioned 
Winter and Summer, and the ceiling of the office is of 
Accousti Celotex. The first-floor offices are attractively 
laid out and are finished with veneered wood paneling; 
the railings throughout the office are equipped with 
clear plate glass tops. 


WOHL SHOE COMPANY this year is rounding out 
25 years of service to the shoe industry and to the 
millions of women who are among its customers. Sim- 
ple in its beginning, constant in its progress, it is pre- 
paring itself for whatever contingencies may arise. The 
progressive idea is its emblem. On the wall of David 
P. Wohl’s office hangs a framed motto which reads: 
“The poet says it is better to deserve success than to 
win it, but people are in business both to win and to 
deserve.” 
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brown OF AN IDEAL... 


Every business success has its foundation in the quality of its merchandise . . . in the integrity 

of its dealings ...in the good will of its associates. It has been our privilege to do business 

with Wohl Shoe Company, and our sincere tribute is extended to the idealism and deserved 

success of this company. It is for quality merchandise such as that of the four great Wohl 

lines, PARIS FASHION, CONNIE, NATURAL POISE and JACQUELINE SHOES that the 

Hoague-Sprague STRONGBOX, was created and developed ... and the demand for it has grown 
with the growth of the great companies it serves. 








Hoague-Sprague Corporation 


THE SHOE BOX MANUFACTURERS 
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It's our happy privilege 
to help make America aware of 


these Wohl brand names 
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ASS you see the best-known brand 
names in the women’s high-style 
shoe business. 


Those names are priceless properties 
today because of the persistent and ex- 
tensive national advertising which Wohl 
Shoe Company has put behind them. 


From a modest beginning, the Wohl 
advertising has spread in scope until it 
now appears in 27 national magazines. 
And its impact is being felt in every wom- 
en’s shoe store and shoe department 
throughout the nation. 


As the Wohl advertising agency, we are 
justifiably proud that our efforts have 
played some part in the solid success of 
the Wohl merchandising activities. 


But we acknowledge our debt, for the 
results that Wohl! advertisements have 
achieved, to the helpful cooperation of 
Mr. David P. Wohl and his able asso- 


ciates. 


To them—and to Wohl! Shoe Com- 
pany as a whole—we extend our sincere 
congratulations on the completion of 
their twenty-fifth year in business. 


Let us send you without obligation a booklet summarizing an investigation of shoe advertising in which thou- 
sands of magazine readers were interviewed. Address our headquarters —310 South Michigan Ave., Chicago 


Roche, Williams & Cunnyngham, Inc. 


Chicago . 


Advertising - - - SrupeBaker Moror Cars - 
Parts « Sunoco Guetta AND LUBRICANTS - 
tive, Aviation, Marine, Inpustriat + 


. Philadelphia . 


PorTLanp CEMENT ASSOCIATION - 
Diamonp T Moror Trucks - 
Curcaco, Mitwavuxes, St. Pau anp Pactric RatLroap - 


. Los Angeles 


Seatep Power Moror 
Benpix Propucrs—Avtomo- 
AMERICAN 


SEATING ComPany + Ricnarps-Witcox Harpware ~- American Macazine - Paris Fasnion, Connie, Naturat 


Poise, Jacqueuine, and Marquise SxHoes 
Nouriro « Srupesaker Trucks 
Hersney Propucts - 


+ Naprwota Compiexton Alps - 
+ Westc_ox Avromorive Clocks - 
Stewarts Corrze - 


D. D. D. Prescription 
Brownatone + Ort-O-Sor - Hovupaliie- 
Barasan & Katz THEATERS 








FITZ BROS. CO. 
Auburn, Maine 


UNITED LAST CO. 
Brockton, Mass. 
T. W. GARDINER CO. 
Lawrence, Mass. 
STEWART & POTTER CO. 
Brooklyn, N. Y. 


EMPIRE LAST WORKS 
Rochester, N. Y. 


KRENTLER BROS. CO. 
St. Louis, Mo. 


KRENTLER BROS. CO. 
Milwaukee, Wis. 
UNITED LAST CO. LTD. 
Mentreal, P. Q. 


STYLE STUDIO 
Marbridge Bids., N. Y. 
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And so must the shoe — and back of all proper 
fitting shoes are the lasts over which they 
are made. 

For years the United Last Company has exerted 
its efforts to produce and grade its lasts with 
utmost uniformity and precision. An outstand- 


ing reputation for making the best-fitting lasts 


in all sizes and widths in the history of the 
industry is our reward for these efforts. 


UNITED LAST COMPANY 


oF Tair SR ay ce I 


140 FEDERAL STREET * BOSTON, MASSACHUSETTS 
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Wilshire Boulevard and Broadway 


[CONTINUED FROM PAGE 22] 


fully 90 per cent of their business on 
suedes. Sales in the two departments 
at Saks illustrate this trend, even in 
one store. The main salon is clicking 
along the 90 per cent gait, with the 
Deb Shop ($8.95 retailers) running 
some 75 per cent on suedes and reptiles. 
Smooth leathers are very light in pro- 
portion. 

Robinson’s ($12.75 to $16.75 retail 
prices) found an early drift away from 
suedes in tailored types and toward 
reptiles with smooth brown calf kick- 
ing up its heels. Alligator lizard was 
terrific here. Smooth leather play shoes 
have been tops, as against last year’s 
corresponding seasonal call for sueded 
material in the play shoe field. 

Patent leather is usually reserved for 
an early Spring or in-between season 
material. In Southern California, early 
Spring is the November-December peri- 
od, which is followed by a January- 
February mixed late-Spring and Win- 
ter season. Calls for patent leather 
caused several stores to bring in their 
patent stock early with gratifying re- 
sults. Gude’s, Mandel’s, The Broad- 
way, Schwab, The May Co., all found 
decided early selling of patents, espe- 
cially in lower heel patterns. Wilshire 
Boulevard shops do not have the 
slightest interest in patents at this 
time of the year. 

Elasticized materials are being heavi- 
ly sized all along for late November and 


December selling, the material being 
well thought of by buyers and con- 
sumers alike. 

Interest in nailheads is waning down- 
town in the lower priced grades, but 
they are as strong as ever in the top 
price field. Some of the buyers oper- 
ating in the moderate grades are buy- 
ing nailhead effects for Spring in their 
resort shoes, the nailhead treatment 
appearing on the bows and around the 
heels. 

Gayer types of shoes, nearly all san- 
dalized, all open toes and many back- 
less, save for those built on wall lasts, 
unusual bows, with a strong tendency 
toward decided colors, tell the general 
shoe trend in Los Angeles at present. 

Just what made the Christmas slip- 
per business perk up all of a sudden in 
October without any promotional stim- 
ulus whatever is a local mystery. The 
peculiar part is that many buyers 
bought normal amounts, but they had 
a feeling the Christmas slipper business 
would fall off somewhat because many 
thrifty ladies are willing or anxious 
to palm off some of their surplus 
August hosiery purchases as Christmas 
gifts. No, they just went to town buy- 
ing out most of the existing supply of 
slippers for Christmas, with as much 
vim as though they anticipated a dol- 
lar a quart tax to be levied on this 
merchandise. 





First Snow and Convention 
Better Milwaukee Business 


MILWAUKEE, Wis.—The season’s first 
snowfall and the annual convention of 
the Wisconsin Education Association, 
which opened its three-day meeting 
Nov. 6 in the Auditorium here, com- 
bined to give many shoe dealers, par- 
ticularly in the downtown area, their 
best business in more than a month. 

Reported leading the selling parade 
are suedes and gabardines in black and 
brown. The square-toed tie and pump, 
mostly in medium and low heels, are 
among the fashion favorites, dealers 
report. 

Shoe stores advertising in the educa- 
tion association’s journal, including 
S. J. Brouwer Shoe Co. and the Walk- 
Over Shoe Store, featured reprints of 
their advertisements on their store- 
fronts with a welcome greeting to the 
teacher. 

Receiving considerable attention at 
Brouwer’s were low-heeled moccasin- 
type shoes in antique tan, some with 
shawl tongue and others with one strap, 
styled in the military manner. Foot- 
wear in the store’s basement was 
cleverly referred to as “lower region 
rarities,” and customers were invited to 
“let ‘Elevator Eddie’ whisk you down 
to our Fashion Basement.” 

Antigr2 finish and polished calf, par- 
15, 
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ticularly in brown, has been featured 
by Walk-Over, T. A. Chapman Co., and 
Ed. Schuster &°Co. with good results. 
Alligator and alligator calf pumps have 
been attracting attention at Schu- 
macher’s and the Peacock Shoe Shop. 
Llama calf for sportswear has been 
doing business for Horton’s Enna Jet- 
tick Shoe store, it was reported. 

In the medium priced lines gabardine 
with snakeskin or patent trim has been 
strong, particularly since some dealers 
declare that suede is increasingly diffi- 
cult to obtain. Because of this, coupled 
with the active demand for suede shoes, 
dealers whose stocks are incomplete 
have been selling out their suedes at 
reduced prices. 

While there is still some demand for 
the open toe style, in general the closed 
front are the best sellers. Saddle ox- 
fords in brown and white or black and 
white are still being bought with con- 
siderable avidity by high school and 
college girls. 

Along with the general spurt in 
footwear for all members of the family, 


‘the season’s first snow brought a de- 


mand for rubbers and overshoes. Some 
slipper business for Christmas gifts 
was also reported over the week-end. 
Shoe retailers generally are hopeful 
that the increased tax burden will not 
too greatly offset any improvement in 
business resulting from the upward 


swing in the number of factory em- 
ployees and payrolls which has been 
marked in Milwaukee for the past 
month. 


Read to Operate Sisson 
Bros.-Weldon Shoe Depts. 


BINGHAMTON, N. Y.—Harold A. 
Read, of the Read Shoe Co., for the 
past 20 years operating the leased shoe 
department of Fowler, Dick & Walter, 
this city, as well as at several other 
stores in New York and Pennsylvania, 
will give up this former connection as 
of Jan. 1, 1942, and will operate the 
two shoe departments of Sisson 
Brothers-Weldon Company, Bingham- 
ton, with whom they have recently 
signed a lease. 


Stores Forced to “Black-Out” 
Windows and Signs 


ATLANTA, GA.—Shoe stores in At- 
lanta are cooperating in a “black-out” 
of signs and display windows ordered 
by the OPM to conserve power in the 
section. As a result of a drought which 
has lasted since early August, a serious 
shortage of power has developed in this 
section, and the display and sign black- 
out is the first step in a program which 
may lead to a rationing of power to all 
except defense industries. 


Early Birds in Men’s 
Spring Shoes 
[CONTINUED FROM PAGE 20) 


did last. This is a good February and 
March seller and will carry over into 
Summer, because of the ease in keeping 
clean. Its growing acceptance as a 
street type is also credited to the popu- 
larity of tan and brown in men’s Sum- 
mer clothing. 

The majority of the two-tone tans are 
ventilated, the perforations being used 
as a design feature on the shoes. Colors 
for the most part are on the darker 
side, although some lines are also fea- 
turing a few very light combinations. 
The general tendency is to blending of 
colors rather than contrasting them. 

Although not new, the woven types 
are still of considerable importance in 
the novelty field and are holding up to 
a year ago despite the fact that there 
have been marked increases in price 
on this type. 

Ventilation is a strong factor 
throughout the entire style and price 
range and the predictions of the style 
men are that more perforated shoes 
will be sold this season than ever be- 
fore. This acceptance is due to the 
comfort involved and to the fact that 
ventilated types have been improved 
both in appearance and construction. 
Varied use is made of the perforations 
adding much of decorative value to the 
style and pattern of the shoe. 

Mesh combinations, also being shown 
in many of the lines, are a good Sum- 
mer bet. 
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OTHER PEOPLE’S 





Returning Draftees 


The government reports that 200, 
000 year-old draftees and over 28’ers 
will be let out beginning in Decem- 
ber. This means that some of your 
customers will be returning. We like 
the suggestion from ‘a small city shoe 
dealer who plans to get the list from 
his local draft board and send each 
returning selectee in his city a letter 
of welcome back. It might be em- 
barrassing, however, to enclose a 
copy of their regular size and card— 
feet often grow a size or two after a 
year of army life. 





“There is No Substitute for Qual- 
ity.” 
(Benedetti Custom Shoes, 7th Ave., 
N.Y.C.) 
o.-@ 


Keys of the City 


Everybody knows that courtesy to 
out-of-town residents is an important 
factor in building good will and pat- 
ronage for shoe stores. One way for 
the merchants of a town or city to 
get more than its share of this rural 
business is to provide convenient park- 
ing for its patrons without too many 
restrictions. 

The Queen City Store, the Quinn 





The finest present you can give is a gift to 





America! 


This Christmas you can help to create great 


Lowered Price Policy will continue in full force as far as 
we can see throughout the entire Christmas season. 

Already vou have made possible important savings by co- 
operating with us so splendidly in reducing vour requests 
to have merchandise sent home on approval and bv carrying 











savings in time, money and needed mate- 
rials by doing your Christmas shopping 
early and thus avoid the extravagant waste 
in unnecessary expenses that are a part of 
“last minute” gift buying. 

















This thoughtfulness on your part becomes 
your Christmas present to America—a very 
real contribution to National Defense. 











This year it is a real and patriotic duty for at: of us to so 
organize our time that we can do our Christmas shopping 
early to avoid the costly mistakes of last minute “rash” 
buving that results in wastefal retarning of merchandise 
—the many “special” deliveries that must be made and 
other things that waste time, and add to the expense of 
doing business. 


Our stores are ready—our service today is at its peak. We 
ean assist you better now with our regular trained sales force 
than we can later on when it is necessary to employ some 
inexperienced assistants for the “Rush” season. Our 











small packages. These things we truly appreciate and we 
are sure you will cooperate again to help \our government 
and vourselves by shopping early this Christmas 


Let us give America a Christmas present! 


«+. 2 gilt of a bitthe thoughtful planning ahead 

«+8 gift of 2 little more attention to buy ing the right things 

«+22 gift of a little more knowledge of exactly the right size and color 
«++ 2 gilt of 2 litthe more accuracy om knowing the correct address 

«+. 2 gilt of a litthe more time spent im making out our shopping liste 

«+ gift of 2 litthe more decision that what we buy we will keep 

Little things that count in a great big way. not only to help 
America in her program of Defense. but to help us main- 
tain our Lowered Price Policy that helps you economize 
and that is in full coop with the g t's plan 
to stem the tide of inflation. 


If we will do all of these things we can greet Christmas Day 
secure in the knowledge that we have given a part of our 
own unselfish spirit to the greatest country in the world, 











“The most important present you can give this Christmas won't cost a penny!” 
according to this copy from a recent newspaper ad by John Wanamaker, 


New York City. 
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Bros. Store, the Flower Dry Goods 
Store, McFarland & Robinson and 
Rosenthal’s Department Store, all sell- 
ing shoes in Sedalia, Missouri, co- 
operate in making out-of-town shop- 
pers honorary members of the Sedalia 
Police Department, thereby giving 
them special privileges in the matter 
of parking. 

Cards are issued to these out-of- 
town motorists, presenting the picture 
of a uniformed, mustached police- 
man with upraised hand. Copy says: 


GUEST OF SEDALIA 

You are Hereby commissioned an 
HONORARY MEMBER of the Police 
Department of Sedalia, Missouri, in 
sole charge of your own traffic rule 
observances. 

DispLay Tus Carp on Your 
WINDSHIELD 

Your fellow policemen have been 
requested to extend to you extreme 
leniency if you violate any of our 
traffic regulations, knowing that only 
your unfamiliarity with them would 
cause you to do so. This applies also 
to “overtime” parking. Just drive 
carefully, and watch out for our chil- 
dren. Don’t hesitate to ask any fellow 
policeman for information—you will 
receive every courtesy. 

We hope your visit with us will be 
a pleasant one. Thank you. 
J. H. Bagby, Mayor 

H. Anderson, Chief of Police 
Have Fun anp Come Bacx Soon! 
" > * = 


For A Clean Stock Room 
We had frequently passed a neigh- 
borhood shoe store that always kept 
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IDEAS 


by JOHN F. W. ANDERSON 





a small sale sign in one corner of the 
window with a few shoes grouped 
around it advertised at very low 
prices. The rest of the window was 
changed regularly to promote the lat- 
est styles of the season. 
Curiosity got the best of us the 
other day and we dropped in to ask 
the merchant the theory behind his 
custom of using his window to pro- 
mote ninety per cent of the new to 
ten per cent of the old. He explained 
that since his store did not believe in 
regular sales, he used this small per- 
manent sale corner to keep his stock 
fresh and clean. Odd lots, odd sizes, 
past styles and colors all received at- 
tention in this corner and with low 
price tags always turned over within 
a day or so. In fact the merchant re- 
ported that he frequently used the 
corner in the Winter to advertise left- 
over Summer whites with surprising 
results—-many a woman buying 
whites, if the price was right, for 
year round house shoes. Not only 
that, but many a shopper who dropped 
in for a bargain, turned into a pros- 
pect for higher priced shoes in sea- 
son. 
* * *# 
“Soft-as-a-whisper Suedes” 
(Harper’s, Phila.) 
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Profit Depends on Turnover 


“Failure to make a fair profit is 
bad enough. But making a profit and 
then losing it is worse.” 

According to a study made by the 
Household Finance Corp., Chicago, 
“The degree of profit of any store is 
directly dependent on the speed with 
which complete payment is received 
from the customer.” 

Therefore we believe that you will 
be interested in the following list of 
The Hidden Losses in Slow Charge 
Accounts. Later on we will quote 
further from this study on ways and 
means to combat these losses. 


The Scope of a Business 


A shoe store on 39th Street, New 
York City, has etched across the top 
of their window glass the breadth of 
their business, as follows: 

SIZES 1 TO 12—WIDTHS AAA 
TO EEE—PRICES $5 TO $6—AC- 
CURATE FITTING. 
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Window Sign 


“A CHANCE... 

To complete your Fall shoe ward- 
robe while our stock of styles and 
sizes is most complete. 

“A CHANCE... 

To buy your Christmas gifts be- 
fore the rush. Gifts bought now will 
be delivered any day before Christ- 
mas that you wish and can be re- 
turned for adjustment up until De- 
cember 31st. 

“A CHANCE... 

To buy shoes for immediate needs 

at no increase in price to you.” 
* * a. 

“.. no wonder women are going 

‘all out’ for them!” 
(Potter's, Cincinnati) 
* ~ 
SHOES BOUGHT TODAY 
WILL BE DELIVERED 
MONDAY—NOVEMBER 17 


In the shoe department of one of 
the leading department stores a large 
sign announces to customers (and 
forgetful salesmen) what day shoes 
bought at that time will be delivered. 
The sign is of wood, about two feet 
wide by three feet high, with parallel 
grooves to take paper inserts for each 
day of the week and date of the year. 
Not a bad idea! 

_ * * 


We Regret to Say... 


We hated to see it come but now 
that it’s here, I guess that it’s our 
duty to report... 

That shoe windows are getting on 
the military bandwagon. We noticed 


a dozen windows in New York that - 
are carrying the advance banner of 
the theme. One with two huge paper 
mache guns staring at you from the 
rear of the window. Another with 
miniature tanks crawling all over the 
floor. Another with patriotic colors 
draped in the background and rifles 
and military accessories arranged 
around the shoes in the display. And 
still another with models of war ships 
sailing across the scene from one side 
to the other. Maybe the theme goes 
with the new military style shoes for 
Fall. Maybe the idea has an appeal 
to your customers. But anyway, it’s 
an interesting display idea that may 


sell shoes. 
* = 7 


“Walk away with autumn honors 
in foot-flattering Steketee Grandees” 
(Paul Steketee and Sons, 
Grand Rapids) 
* 


* # 
Shop Talk 


In the long run shoe retailers 
should be thinking of not only selling 
shoes but in keeping them sold, for 
it’s only satisfied customers who re- 
turn to your store to buy again. 

Along this line we like the sugges- 
tion of an Atlanta, Georgia, shoe mer- 
chant on ways and means to make 
those chronic heel-slippers—the Nor- 
wegian moccasin—fit. 

“When one of my customers brings 
back a pair of Norwegian moccasins 
that slip terribly at the heel,” com- 
ments this shoe merchant, “I find that 
there are several possible cures which 
I can usually handle in my repair shop 
at short notice. One is to insert a 
raised up heel seat. Another is to 
insert another leather counter giving 
a snugger fit. A third is to lift up 
the top binding, tighten the top with 
a stitch or two and sew the binding 
back on.” 

Does any other shoe merchant want 
to contribute his suggestions on this 
problem? 





Less No. |. Slow accounts 


losses. 


THE TEN HIDDEN LOSSES IN SLOW CHARGE ACCOUNTS 


increase bad debt 
Loss No. 7. Slow accounts prevent you from in- 


Loss No. 6. Slow accounts cause loss of customers. 


creasing your volume and profits. 


Loss No. 8 Slow accounts put retailers into em- | 
barrassing and dangerous positions. 


Loss No. 2. Slow accounts increase bookkeeping 
and collection costs. 


Loss No. 3. Slow accounts increase interest costs. 


Loss No. 4. Slow accounts keep you from profit- 
making opportunities. 


Loss No. 5. Slow accounts reduce your capital 
turnover. 


Loss No. 9. Slow accounts frequently cause bank- 
bankruptcy of retailers. 


Loss No. 10. Slow accounts produce many other 
harmful effects. 


| 
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CRYSTAL SHOWS ITS SPARKLE WHEN STAGE 


Shoes show off too- 


when staged on 


Mohawks 


Mohawks have “sales-build-up” built right in! Colorful, 
beautiful in design, persuasive to testing steps, Mohawks 
help good shoes make better impressions on your custo- 
mers. Woven to stand the pound of traffic, there’s a 
Mohawk just right in color, pattern, texture and price 
for your store. Write for the Mohawk story before recar- 


peting. Mohawk Carpet Mills, Inc., Amsterdam, N.Y. 


eleva 


DESIGNED TO SELL SHOES 
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From the Tree to the Shoe 


“Vulcan follows thru from the tree to the shoe" was the 
theme of this display at one of the recent New York 
Spring shows. The tree (supposedly a hard rock maple 
of the type used for the manufacture of lasts) is bearing 
fruit—shoes—which the young lady seems to think are 
just ripe for plucking, while her escort looks on admir- 
ingly. This display was featured by the Yulcan Corpora- 
tion, manufacturers of wood heels and lasts. 


Flat Foot Rejections Fewer in Army 


Rocuester, N. Y.—Army rejections for flat feet are 
fewer than in 1918 members of the New York State 
Podiatry Society were told in a recent all-day session 
at the Hotel Seneca, here. : 

Dr. Harry Goldwag, professor of pharmacology at 
Long Island University, told of surveys which indicate 
a reduction in the number of flat feet. But he also said 
that in the last war many men were rejected when a 
foot appeated to be flat but functioned all right. He 
explained the difference between a flat foot and a flat- 
tened-out foot. 

He said that the society is supporting a bill which is 
now before Congress, to commission podiatrists in the 
Army, recounting that the Navy has six on duty while 
the Army has none. 


Canada Curtails Rubber Styles 


MontTrEAL, Que.—The footwear section of the rubber 
industry has eliminated from production 45 per cent of 
its styles, colors and lines, Alan H. Williamson, con- 
troller of supplies for the Department of Munitions and 
Supply, announced. The move is designed to reduce 
inventories of manufacturers, wholesalers and retailers 
and to broaden the field of rubber conservation. 
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Personnel Makeshifts and Solutions 


[CONTINUED FROM PAGE 28] 


or part, for work formerly performed 

y men. Shoe store application is 
limited, but should be considered when 
men are not available. The public at 
this time is swift to accept the breaking 
of precedents. 

2. More use of combination workers. 
example—a shoe salesman, inside, is 
delegated responsibility for the bulk of 
personal-call collections, or given buy- 
ng responsibility. The merchant, natu- 
rally, must train him, supervise care- 
fully. 

3. Staggered hours may solve a short- 
we problem. Always are to be con- 
sidered. This is a principle which many 
stores have never used with any in- 
genuity. With the patriotic cooperation 
of employees, an accurate analysis of 
hour-to-hour, and day-to-day, sales, the 
merchant works out schedules which 
operate the store with a minimum staff. 

4. More rapid advancement of eager 
employees will help. There is one sure- 
fire plan for bringing the utmost ca- 
pacity out of shoe store employees, and 
that is the judicious placing of added 
responsibility. During the emergency, 
let us hope that store organizations are 
strengthened because, encouraged by 
necessity, the employer does an un- 
usually good job of bringing along the 
promising workers. 

5. Cooperation from institutions in 
the “extra” crisis. There is a tremen- 
dous reservoir of potential extra help 
in our high schools and colleges, to- 
gether enrolling some 7,000,000 youth. 
Many high schools have a vocational 
department in which salesmanship is 
taught—more should have. Universi- 
ties with business schools teach sales- 
manship. Far more than during World 
War I, institutions are ready, even 
eager, to aid the business world. 

In Denver, newspapers and sponsor- 
ing institution joined in publicizing 
“extra” classes to meet the 1941 Christ- 
mas emergency. Thousands applied— 
though, with construction of a giant 
ammunition plant and tight employ- 
ment conditions, some had feared pos- 
sible failure of the program. For Christ- 
mas, 1942, there should be like “extra” 
promotions in other cities and com- 
munities where the shortage is acute. 

Year-round aid from institutions, de- 
veloping salespeople in night classes, is 
thoroughly feasible. Merchants should 
see that work of this sort gets under 
way locally, if needed. 

6. Shorter store hours. In recent 
years, the trend in retailing, has been 
toward. shorter hours. There are, 
though, many communities—especially 
smaller ones—which have not been 
touched, as yet, by this trend. Under 
the stress of labor shortage, these com- 
munities should examine the advisability 
of a general, or trade, reduction in 
hours. 

The ease with which shoe stores have 
lropped from “long” to “zeasonable” 
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store hours, with no damage to volume, 
has astonished many a_hard-headed 
owner. Reduced retail hours are likely 
to be general before the present 
emergency is over; they’re in the air. 

(All Rights Reserved—Bartlett Service) 


Washington News Reel 
[CONTINUED FROM PAGE 15] 


arbitrarily depreciate the total value of 
such facilities after five years for the 
purpose of deduction from taxes, was 
amended on Oct. 30. Certification from 
the Secretary of War or Navy is all 
that is now mandatory, the Defense 
Commission is out of the picture. Time 
for filing applications for certificates 
has been extended to Dec. 1, 1941. 
~ . 7 

Rosy pictures were painted of de- 
creases in the cost of manufacture, dis- 
tribution and inventory, and a quicker 
turn over for manufacturers who fol- 
low OPM’s Bureau of Industrial Con- 
servation’s new simplification program. 
Increased production is the govern- 
ment’s purpose in advocating reduction 
of the varieties of design. The Bureau 
of Standards, up to now a step child in 
the matter of appropriations, is to give 
technical advice. Difficulty will be what 
styles should be dropped, and how to 
prevent chiseling. 





Waiting for a Boat 


Hutchinson, Kansas. — Caught by the 
rapidly rising water as she attempted 
to wede to safety, Miss Peggy Sneil, 
23, removed her shoes and crawied up 
on this fireplug to await rescuers. This 
photo was taken from the rescue boat. 
The community was hit by flood waters 
which rose to eight feet in many places. 


Indications are that British shoe pro- 
duction will be appreciably under the 
level authorized by the Board of Trade 
in connection with Government’s con- 
centration-of-industry program, accord- 
ing to reports to the Department of 
Commerce. In pre-war years, annual 
production of the British shoe industry 
averaged approximately 130,000,000 
pairs annually. When the concentration 
plan was under consideration manufac- 
turers asked to be allowed to produce 
93,000,000 pairs annually, but the Board 
of Trade insisted on a quota of 80,000,- 
000 pairs and the program was formu- 
lated on that basis. 

However, various adverse factors 
which were not foreseen have since de- 
veloped and as a result the production 
rate has dropped at least 50 per cent. 
With the prospect of a shoe shortage 
developing, the Government appointed 
a Director of Civilian Footwear who 
immediately began to work for the pro- 
duction of a range of low-priced, na- 
tionally branded footwear in the hope 
that the working class at least might 
find shoes available at reasonable 
prices. As a result, it appears likely 
that the greater proportion of British 
shoe production for the home market 
will be in the lower price range, and 
manufacturers producing the higher- 
priced lines are much concerned over 
the outlook. 


Reports Good Support 
Of Program 


Detroit, MicH.—Program committee 
reports recently showed that the Michi- 
gan Annual Shoe Fair will go over- 
board this year in this department. 
Signed orders for space in the program 
are already ahead of the total of last 
year’s book. 

Outstanding in the. program will be 
two features—the selection of a patri- 
otic color motif tie-in, using red, white, 
and blue decorations and printing; also 
the reduction of page size to a pocket- 
size format, in order to make the book 
more convenient for shoe men to keep 
with them constantly throughout the 
convention. 

Program arrangements are in charge 
of a committee that includes C. E. Arm- 
bruster, Moe Cantor and Nathan Hack. 


Coast Firm Adds New Line 


HouLtywoop, CaLir.—With a nation- 
al acceptance of their line of boudoir 
slippers, the Rogers-Ferralli Co. have 
broadened their line to include the 
manufacturing of a smart group of 
street and evening wedge type foot- 
wear to retail in the medium price 
range. Name given to this line is 
“California Patio Shoes,” according to 
an announcement made by Bill Rogers, 
secretary-treasurer of the firm. 

Jack Rogers, sales manager for the 
firm, is back from an extensive eastern 
trip which resulted in his making some 
excellent connections. 
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For Rent 


IN CHICAGO 


To Manufacturers: 


Sample rooms in The Republic Building, State at 
Adams, one-half block south of the Palmer House. 


To Jobbers and Wholesalers: 


Large spaces in the wholesale district and in the 
“Loop” District. | 


To Retailers: 


Well-located store locations in several outlying 
shopping districts and a number of splendid “loop” 
locations. 











For complete information please consult 


LOUIS HALLER 
GORDON STRONG AND COMPANY 


209 S. State Street Harrison 8191 
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Your Sales Staff Can Make You 


[CONTINUED FROM PAGE 30] 


mission are recommendation by the 
buyer, conduct and interest. All phases 
of buying, merchandising and adver- 
tising are covered by lectures given by 
executives. Questions presented by the 
class are discussed and answered. At 
the close of each of the two semesters, 
examinations reveal the progress of 
members. Marks and diplomas are 
given as well as special awards. As 
Mr. Silverman outlined this training 
it Lansburgh’s, he stressed the oppor- 
tunity to ask questions, thereby reveal- 
ing his own policy toward salesmen. 
The results of the school as organized 
at Lansburgh’s, he said, are twofold: 
protection of the store and of the in- 
dividual. When an executive is lost, a 
qualified employee is ready to step in 
his place. As for the employee, he can 
work without fear and with under- 
standing. 

Speaking specifically of his own de- 
partment, Mr. Silverman says that he 
discusses every morning with each 
salesman the quota for the day. In 
advance, of course, he has analyzed 
what he expects to attain in sales. At 
the end of the day, each salesman 
brings in aside from selling record other 
pertinent facts, such as “want slips.” 
Such data the buyer analyzes. Finally 
his recapitulation emerges in the form 
of statistical sheets. So the buyer at 
any moment may study such weekly 
records with their comparative figures 
on the business of last year. Every 
shoe also has a history. On one shoe, 
Mr. Silverman has figures showing he 
had 899 pairs in all-black. Of this one 
version of eight pieces of footwear, he 
had reordered 160 pairs. In accordance 
with his “no-secrets” policy, Mr. Silver- 
man pointed to the larger record indi- 
cating that 2500 pairs of that particu- 
lar shoe were sold in one year. Before 
the close of September, two additional 
versions had been added, thus making 
ten of that type in the department. 

As implied already, there is no 
“front” between buyer and salesman. 
Mr. Silverman discusses simply and 
frankly with his helpers the objectives 
of the department. If personal prob- 
lems seem to be interfering with the 
employee’s work, the executive takes 
the trouble to get to the bottom of the 
difficulty. Moreover, his intelligent 
policy in human relations has definite 
results, There is always activity on the 
floor of the department, but never that 
spasmodic sort motivated by fear and 
to create an impression. One gets the 
impression on visiting this shoe floor at 
Lansburgh’s that business is going on 
by self-direction. 

Questioned as to window display, Mr. 
Silverman said that he requests them 
often, but does not depend on them. 
He makes a point of keeping a lot of 
each line on the floor. Merchandise ad- 
vertised, too, is‘ always shown on the 
floor. Accompanying such display is a 
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mounted piece of copy for comparison. 

Mr. Silverman, however, spends much 
time planning advertising. He makes 
a request for space eight days in ad- 
vance. The important point of his policy 
is that he has a well worked out idea 
when he goes to an interview which 
he insists on having with the copy 
writer. For, as he remarks, “I do not 
expect miracles from copy writing.” The 
one who writes his shoe advertisments 
is clever, he admits, but it is too much 
to expect complete understanding of all 
the specific objectives of his depart- 
ment. So he has a heart-to-heart talk 
with the copy writer about the merchan- 
dise to be sold and the ideas to em- 
phasize. It is to be borne in mind that 
he arrived at those talking points after 
careful consideration. Not only had he 
read the copy sent by the manufacturer, 
but he had weighed all the angles pecul- 
iar to his department and his public. 

When asked concerning the standard- 
izing effect of war economy, Mr. Silver- 
man admitted that there would be such 
inevitable results. What interested him 
most, however, was the natural sim- 
plification long under way and accepted 
by women themselves. The defense era, 
he says, is bringing “active types” to 
the fore, and “the whole low heel situ- 
ation is getting stronger.” 


Colonial Clarifies 
Territory Appointment 


Boston, Mass.—In order to correct 
a misunderstanding which has arisen 
as the result of the appointment of a 
new sales agent to handle its recently 
developed line of black and colored 
smooth sides and elk leather, the Co- 
lonial Tanning Company has issued 
the following statement: 

“Although Erwin C. Manske & Co., 
of St. Louis (as previously announced), 
is handling our new lines of side leather 
and elk leather, H. T. Tankersley of 
St. Louis will continue to represent the 
Colonial Tanning Company on their 
line of black and colored patent leather, 
as he has for many years; and Fred A. 
Lyons, also of St. Louis, will continue to 
handle Colonial’s line of finished splits.” 


25,000 Pairs a day 


LYNCHBURG, VA.—The Craddock- 
Terry Shoe Corporation has averaged 
more than 25,000 pairs of shoes a day 
since Dec. 1, 1940, John H. Wilson, 
advertising director of the company, 
told a group of salesmen gathered here 
for their sales meeting. This produc- 
tion is as high as has ever been reached 
by the company, Mr. Wilson said. 
About 85 salesmen attended the meet- 
ing. 














Good Volume Spells 
Good Profits 


FOR 


Mr. F. L. Smith 
OF THE 
HEALTHISPOT SHOE SHOP 
190 GENESEE ST. 
UTICA, NEW YORK 


The fine record of a steadily 
growing volume in the Health 
Spot Shoe Shop in Utica, is a 
proper reflection of Mr. Smith’s 
ability, experience and efforts. 


Selling Health Spot Shoes is 
pleasant and easy when you 
have a sound knowledge of fit- 
ting, combined with a sincere 
desire to get good results. 


The reward for rendering a 
superior type of shoe service 
which customers recognize as 
out of the ordinary, is a 
repeat business and new busi- 
ness gained through the recom- 
mendations of your satisfied 
customers. 


The ultimate reward is the 
profit that this type of success- 
ful business yields month after 
month. 


MEN WANTED 


As new Health Spot Shoe Shops 
are constantly being opened, 
new opportunities are created 
for experienced retail shoe 
salesmen. 


No investment is required. In- 
come is derived from a weekly 
salary and a liberal share of 
the profits. 


Send for an ——— blank 


today if this profit-sharing plan 


appeals to you. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 
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Detroit Shoe Men 
Meet on Show Plans 


Detroit, MicH.—Leaders of the De- 
troit shoe industry met recently at the 
Hotel Statler, here, to complete de- 
tailed arrangements for the annual 


Canadian Retailers Support Price Ceiling 





Meet Simultaneously with Manufacturers’ Association at Mon- 
treal and Two Conventions Attract Over 1,000 Shoe Men 


MONTREAL, QUE.—An attendance of 
over 1000 at the conventions of the 
National Shoe Retailers Association 
and the Shoe Manufacturers’ Associa- 
tion of Canada, which were held simul- 
taneously at the Mount Royal Hotel, 
marked these functions as the most 
important the trade has held. The 
Retailers’ Association met Monday and 
Tuesday, Nov. 3 and 4, and the shoe 
manufacturers attended the earlier ses- 
sions of the retailers in force, then held 
their own convention Tuesday after- 
noon. Both conventions were held in 
the Mount Royal Hotel, and over 100 
rooms were engaged by manufacturers 
to display the new season’s footwear. 
A fashion consensus among the meih- 
bers indicated that beige will be the 
most popular color for ladies’ footwear 
next Spring, but that white will con- 
tinue the Summer favorite. 

Premier Adelard Godbout and Mayor 
Adhemar Raynault welcomed the dele- 
gates to Quebec province and the city 
of Montreal, respectively, and greetings 
were brought from the Tanners’ Asso- 
ciation of Canada by Jules Papan. 
Major Louis Daoust introduced the 
Quebec prime minister, and John T. 
Cook, of London, Ont., retiring presi- 
dent of the retailers, acknowledged the 
welcome. ‘ 

At the Monday afternoon session of 
the Shoe Retailers Association, George 
S. Hougham, secretary of the organiza- 
tion, predicted increasing control of 
business and industry in Canada by 
governmental agencies. 

Feature of the evening session was 
a report by J. Roy Ozanne, Chicago 
merchandising expert, on a study of 
sales practices, and general sales effi- 
ciency in Montreal. He found that 
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Montreal sales clerks did not say 
“Thank you” often enough, and did not 
invite their customers to ““Come again.” 


M. JOHN SHEEHY 


Newly-Elected President of the Shoe 
Manufacturers’ Association of Canada 


He regarded these omissions as serious. 
Mr. Ozanne and his five assistants were 
kept waiting only once in twenty stores, 
“without some encouragement that we 
would be served eventually,” he re- 
ported. He rated the general sales 
ability for the area at 84 per cent. 

A board of shoe retailing experts re- 
ported that “newspaper advertising re- 
mains the most effective means of pro- 
moting sales.” 

The retailers’ association announced 
full support of the government’s price 
ceiling policy, and offered “practical 
aid” in carrying it out, going so far 

[TURN TO PAGE 75, PLEASE] 


Shoe Fair to be held there January 
11, 12 and 13. Specific room reserva- 
tions for display of shoes were assigned 
in consultation with John Collins, man- 
ager of the hotel. 

Over 75 per cent of the rooms avail- 
able have now been sold and definitely 
assigned, according to S. S. Weiss, 
vice-president of the Michigan Shoe 
Travelers Club, which is sponsoring 
the show jointly with the Michigan 
Retail Shoe Dealers Association. Ar- 
rangements for bringing top-line acts 
to Detroit to appear in the show to be 
given at the banquet were being made 
by Guy Dixon, retailers’ vice-president. 

Among others attending the meeting 
were: Frank A. Huetter, of the Con- 
rad Shoe Company, president of the 
travelers; Walter H. Magee, president 
of the retailers; Dave Brown, chairman 
of registration for the travelers; and 
Clyde K. Taylor and Herman Meyer, 
convention co-chairmen for the retail- 
ers and travelers, respectively. 


Brazelton Store Moved 
To Larger Quarters 


PORTLAND, ORE. — Brazelton’s Shoe 
Store has just been moved by its owner, 
Ward B. Brazelton, to a new location 
at 719 S.W. Morrison Street, this city, 
the reason being the excellent increase 
in business which has made impera- 
tive the larger quarters. 

Mr. Brazelton has been in the shoe 
business for the last 41 years—37 of 
them in Portland. Now he is joined 
by Elwood Brazelton, formerly of Kan- 
sas City, who will be associated with 
him in the new store. 














Style Preview from Florida 





Spectator Pumps to Be Tremendously Important in the 
Opinion of Experienced Observer, and May Double 
Sales Percentage Over Last Year 


MiaMiI—“As goes Miami, so goes 
the Nation” has become a pretty ac- 
curate guide followed by buyers in 
every line of clothing. This refers of 
course to resort or Summer styles as 
promoted and accepted in the Miami 
area during the Winter season. If the 
cross section of the American people 
visiting in the South during the 
months of December, January, Feb- 
ruary and March really accept a color 
or silhouette or fabric, then it is al- 
most certain to be popular elsewhere 
as Summer advances. As visitors re- 
turn to their northern homes they take 
with them not only the new styles and 
fashions, but demand from merchants 
in the home community merchandise 
along the same lines. This applies to 
shoes as well as other lines. It takes 
a person well acquainted with resort 
trade successfully to plan and promote 
new lines. He must have a sixth sense 
developed to the point where he can 
pretty accurately feel what are going 
to be the popular trends during the 
season. 

Such a person is E. J. Sanders, head 
of the Crittenden Bootery Co., with 
headquarters in Miami. This company 
serves the resort trade with high style 
merchandise in a number of important 
spots throughout the South. In Florida 
they operate in the Willsom-Chase 
store, St. Petersburg; Maas Bootery 
Co., Tampa; Levy Bootery Co., Jack- 
sonville, Richards, Miami Richards, 
Miami Beach and Richards, West Palm 
Beach. For almost a decade Mr. 
Sanders has been selecting the high 
style as well as conservative shoes of- 
fered in these stores and his predic- 
tions as to what will really click with 
the cosmopolitan trade to which his 
company caters, have been extremely 
accurate. 

For the 1941 resort season Mr. 
Sanders says: “I predict that color is 
going to have a new significance. 
Throughout the country, particularly 
in the larger manufacturing centers, 
many people accustomed to spending 
an entire season in Florida will have 
to be content with a much shorter 
visit. The mad rush incidental to war 
activities will without a doubt make it 
necessary for many curtailed mid- 
Winter vacations, but, on the other 
hand, the increased amount of money 
in circulation because of these same 
activities will make it possible for 
many, many more people to take a 
short trip to Miami or vicinity. When 
these people get here this year they 
will do what others before them have 
done ever since the place became fa- 
mous as a Winter resort—buy new 
shoes. A careful systematic check over 
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a period of many years shows that the 
psychological reaction to a visit to 
Miami is a visit to a shoe store and 
the purchase of new shoes. This year 
it means getting away for a time from 
the shadow of war, of ever-increasing 
taxation and of uncertainty. 





E. J. SANDERS 


The steadily increasing importance 
of South America as a close neighbor 
and the influence of South American 
colors will also be felt in shoes. I feel 
that a light beige which has a definite 
yellow tone will be head of the list. 
It will be one of the strong basic shoes 
and will carry a modest trim—not 
great splashes of color but narrow 
strippings, bindings and tips. Red will 
rank second in importance in the color 
chart. This is not a bright red of the 
tone used last season, but deep, vibrant, 
with a yellow cast. The third color will 
be green, and again it carries, yellow. 
Such tones blend beautifully with the 
soft yellow beige. There will also be 
some blue. None of the pastels is ex- 
pected to be important. Both red and 
blue will provide the patriotic color 
note need by many costumes, but it 
will not be high style to use them in 
combination. These red, green and blue 
tones are too glaring to be used with 
white but most effectively tone down 
the yellow beige.” 

While colors are frequently empha- 
sized in style forecasts this early in 
the season, most experienced observers 
of Florida trends pin their hopes on 
all-whites, as usual, to come home 
strong in the stretch. 

Spectator pumps are expected to be 
tremendously important here. Where- 
as last season this type ran about 20 
per cent of sales, the 1942 season will 
go more than double that figure. Open 
toes will give way to a closed pump, 
and the V-collar to a more flattering 





round line. The high or walled last 
follows through in this shoe. 

Straps are all through the picture, 
from sports to dress models. Buttons 
are entirely out; in their place is a 
fancy buckle gored strap. 

High sandals have a thick rocker 
bottom; this is all through the picture. 
Not much activity is looked for in low 
platform models, except in play shoes. 
While the ballet model will be offered 
right across the board from play to 
evening shoes, still this is in the ex- 
perimental stage and it is too early to 
predict with what degree of favor it 
is going to be received. 

Smooth leathers will be active in the 
high colors. White suede is expected 
to be important in the more conserva- 
tive types. Some reptiles are being 
shown, but not to any great extent in 
the high fashion lines. Semi-rough 
surfaces are featured in sports shoes. 
A two-tone shoe is looked for to take 
first place throughout the season; 
solid, one-tone effects will be of sec- 
ondary importance. White suedes will 
lead the suede family, but there will 
be movement among the more con- 
servative tones of brown and beige. 





Shoe Unit Active in 
Chicago Community Campaign 


CuicaGo—A call for redoubled effort 
on the part of all his workers to over- 
come the handicap of a late start in 
Chicago’s 1941 Community Campaign 
has been issued by M. K. Allyn, district 
director of Thom McAn Shoe Store, 
chairman of the Shoe Unit of the In- 
dustrial Division. Emphasizing that 
success of the campaign organization 
in attaining its goal of $3,583,000 de- 
pends upon the success of each group 
in securing its individual quota, he 
urged that the workers devote as much 
time as possible to contacting prospec- 
tive contributors. 

“Our task is to reach effectively all 
employees of shoe concerns in the city 
who are able to give their share to 
Chicago’s greatest community-wide 
charitable undertaking of the year,” 
Mr. Allyn said. He called attention 
to the fact that the Shoe Division’s 
quota is $11,000, and continued: 

“With this objective before us we 
are working closely in cooperation with 
workers and leaders in all the other 
units of the Community Fund campaign 
organization. Already a total of 1,000,- 
000 pledge cards have been given out 
to prospective givers, a record un- 
equalled in any previous Community 
Fund campaign and substantially great- 
er than the number recorded’in last 
year’s appeal. 

“While Chicago has many more peo- 
ple employed than last year, we must 
not forget the fact that the Community 
Fund, through its 185 participating 
welfare agencies, is maintained for the 
purpose of helping those who, by rea- 
son of age or infirmity, cannot share 
in the present defense boom.” 
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Barry Takes on New Line 
And Enlarges Territory 


Boston, Mass.—P. J. Barry, well 
known member of the fraternity of shoe 
travelers, is now in his territory as 
sales representative of the James Shoe 
Manufacturing Company, of Milwau- 
kee, makers of a line of women’s style 
footwear. 

Mr. Barry, who has been covering 
the New England States for the C. B. 
Slater Company, recently accepted an 
offer from the Milwaukee company and 
changed his territory as well, taking 
on New York State (including New 
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York City), New Jersey and Pennsy]l- 
vania (excluding Philadelphia and 
Pittsburgh), in addition to the six New 
England States, under the new arrange- 
ment. 


Allen Store Remodeled 


West PaLm BerEAcH, FLA. — Allen’s 
Shoe Store, 337 Clematis Street, has 
undergone a complete remodeling and 
face lifting. New fixtures have been 
installed and a new front of modern- 
istic design replaces the old one. Jerry 
Alexander is the owner of the busi- 
ness, and C. C. Durbin, manager. 


Steve McGaw Named 
General Shoe Ad Manager 


NASHVILLE, TENN.—Appointment of 
Steve H. McGaw as advertising man- 
ager of the General Shoe Corporation 
was recently announced by W. M. Jar- 
man, president of the corporation. Mr. 


STEVE H. McGAW 


McGaw succeeds Tom Fuqua who was 
recently made sales manager of the 
corporation’s Richland-Davidson Shoe 
Co. division. 

Mr. McGaw, a member of the adver- 
tising department for three years, will 
be in charge of advertising and promo- 
tion of the Jarman and Fortune men’s 
lines and the Skyrider line for boys, 
the corporation’s leading nationally-ad- 
vertised brands. 

Before joining the General Shoe 
Corp.’s advertising department, Mr. 
McGaw was advertising manager of 
the Methodist Publishing House, in 
Nashville. He is a graduate of Pea- 
body College, Nashville, with the de- 
gree of Bachelor of Science. 


50th Anniversary 


ApamMs, Mass.—Jacob Goldberg, local 
retail shoe store proprietor, opened his 
business 50 years ago Oct. 28. He has 
operated in the same location on Park 
Street throughout the years. A native 
of Russia, he came to this country 53 
years ago. When he came to Adams 
there were 21 retail shoe dealers here. 
Now there are less than half that many. 
He estimates that he has sold at least 
250,000 pairs of shoes during the years 
he has been in business. 


Miami School Gives 
Shoe Selling Course 


MiaM1i, FLta.—A special course in 
shoe salesmanship is being offered at 
the Technical High School. The course 
covers 35 hours, two nights weekly for 
seven weeks, two and a half hours each 
night. Eligible to take the course are 
persons now employed throughout the 
area in selling shoes. A fee of $7 is 
charged for the course. 
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Detroit Shoe Men 
Hold Joint Fall Party 


DeTroIT, MicH.—Detroit shoe men, 
including both retailers and travelers, 
held their annual joint Fall Party at 
Saks Show Bar, swanky north end De- 
troit night spot. Around forty couples 
attended the event, which had special 
entertainment features for the shoe 
men, in addition to the regular floor 
show. 

Special shoe interest was lent by the 
fact that the master of ceremonies at 
Saks is a shoe man himself—Buddy 
Lester, who owns a downtown store 
in Chicago, and that the owner, Dave 
Saks, is a former Detroit shoe man, 
who operated a store on West Warren 
Avenue a few years back. 

All arrangements were handled by a 
committee, headed by David B. Brown, 
of the N. J. Saks Company, and I. War- 
shawsky, of U. S. Rubber Company. 


Dissolves Partnership 


ROCKWELL City, Iowa—O. J. Bern- 
holtz, a partner in Kelly’s Shoe Store, 
here, since 1938, dissolved the partner- 
ship November 1 and left to manage 
the Economy Shoe Store at Carroll, 
Iowa, formerly operated by R. J. Kelley. 
Clayton Kelly, Mr. Bernholtz’ brother- 
in-law, and also partner in the Rock- 
well City store, will continue to operate 
it. 
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Meeting of Compo District Managers 


es, a 


Boston, Mass.—A meeting of all district managers and executives of the Compo 
Shoe Machinery Corp. was held recently in Boston. The purpose of this meet- 
ing was a general planning of the firm's activities for the ensuing year. Fol- 
lowing the meeting the district managers were taken through the company's 
factory, where they saw in process of manufacture various articles being pro- 
duced for the United States Navy. Present at the meeting were, back row, 
left to right: B. W. Dougherty, Haverhill district manager; H. E. Marasco, Bos- 
ton district manager, and W. J. Duffy, Pennsylvania district manager. Front 
row: O. Bors-Koerfoed, New York and New Jersey district manager; J. H. Devine, 
western district manager, and J. J. Long, Maine district manager. 





Retires as Trade Group Head 


BurraLo, N. Y.— Benjamin Etkin, 
president of the Greater Buffalo Shoe 
Retailers Association and Affiliated 
Shoe Trades, will retire as president 
after serving three years. During his 
term of office the association grew and 
prospered and today it is one of the 
largest retail shoe associations in the 
United States. Fred Manning, who 
has been vice-president for the past 
four years, will move up to the presi- 
dency. 

With the New York State Shoe Re- 
tailers Association holding their an- 
nual convention at Buffalo in 1942, Mr. 
Manning will assume control of the 
local organization with the largest 
membership in its history. His motto 
will be harmony and cooperation. Mr. 
Manning is director of the New York 
State Shoe Retailers Association and 
president of the Genesee Business Men’s 
Association in which community he has 
his place of business. 

Oliver LaReau who has been secre- 
tary for the past four years will also 
retire as secretary. 

The following slate has been adopted 
and the election will be held Wednes- 
day evening, Jan. 7, at MacDoel’s, 600 
Main Street, this city: President, 
Fred Manning; vice-presidents, Michael 
Santercole and George Cooke; secre- 
tary, Paul Davis and Edwin Lauck; 
treasurer, George L. Siefert, and finan- 
cial secretary, Harry J. Deters. Direc- 
tors: Benjamin Etkin, Carl Lind- 
strom, Robert Smith, Robert Holmes, 
Morris Katzman, Alfred Balduf, Ed- 
win Lauck, Paul Davis, Herman Meyer, 


Charles King, Carl P. Sickler, Benjamin 
Thome, John I. Jacobs, Howard Smith, 
Nathan Shipiro, John Maier, Clarence 
Lanich, Oliver LaReau,”George Cooke, 
Henry Baier. Honorary directors: 
Frank Panzica and Claude Keebler, of 
Lancaster, N. Y. 


New Firm to Make 
Moccasins and Slippers 


MALONE, N. Y.—The Tru-Stitch 
Moccasin Company has been established 
here as a co-partnership of Leo -J. 
Sprague and B. B. Bregman for the 
manufacture of hand-sewn moccasins, 
slippers and taped-edge slippers, to be 
sold to shoe stores and department 
stores. Some will also be sold whole- 
sale. 

Mr. Sprague was formerly superin- 
tendent of the Consolidated Slipper 
Company’s plant, here, and Mr. Breg- 
man was its buyer. Both men have had 
extended experience qualifying them to 
carry on this work successfully and 
both are well known and popular with 
the trade. 


Monigomery Store Adds 
New Men’s Department 


MONTGOMERY, ALA. —In remodeling 
recently Rosenberg-Daniels, men’s wear 
concern, here, changed its name to Fan- 
nin’s, for Fred Fannin, president, and 
added a new men’s shoe department. 
Lew Turk is manager of the new de- 
partment which will carry a stock of 
upwards of 2000 pairs all concealed. 
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Canadian Retailers 
Support Price Ceiling 
[CONTINUED FROM PAGE 71] 


as to suggest that regional officers be 
chosen from the ranks of shoe retailers, 
and offering to submit a list of names 
of desirable appointees from its own 
membership. The convention also asked 
the government to protect the retail 
trade from “being compelled” to absorb 
any loss that might result from a rigid 
interpretation of the price-fixing Order- 
in-Council. 

Principal speaker at Tuesday’s lunch- 
eon was Roy D. Kerby, of Oshawa, 
Ont., assistant to the president of Gen- 
eral Motors Products of Canada, who 
contrasted the requirements of the first 
Great War and the present one. In 
the last war, he said, a division included 
4400 horses. In this war a division 
includes 3500 motor vehicles. Practi- 
cally all of the 160 different types of 
motor vehicles used in war are made 
in Canada, he said. 

The election of officers elevated G. 
Foster Bray, of New Toronto, Ont., to 
the presidency, succeeding John T. 
Cook, of London, Ont., who as imme- 
diate past president, takes his place on 
the board of directors. 

Other directors named were Forbes 
Raven, of St. Thomas, Ont.; W. J. 
Trott, of Windsor, Ont.; Eugene Cor- 
beil, of Montreal; Louis Deslauriers, of 
Montreal; Ralph Lister, of Moncton, 
N. B.; Joseph Kennedy, of Saint John, 
N. B.; O. G. Armstrong, of Ottawa, 
Ont., and Harvey Pollock, of Toronto. 

The Shoe Manufacturers Association 
of Canada elected the following officers 
at their 23rd convention Tuesday after- 
noon: President, M. John Sheehy, of the 
John Ritchie Company, Ltd., Quebec; 
first vice-president, Laurence M. Sav- 
age, of Preston, Ont.; second vice- 
president, J. A. Boivin, of Montreal: 
district representatives on the executive 
committee — Quebec: Laurier Auger. 
Quebec; Lucien Blondeau, Quebec; Lud- 
ger P. Duchaine, Quebec; Jos. E. Gag- 
non, Quebec; M. Gilbert, Beauceville; 
John Hanna, Grand Mere, and Geo. 
C. Laurie, Quebec. Montreal: L. Bou- 
gie, Emile Corbeil, Rod Corbeil, S. 
Fischler, Eugene Gibeau, G. G. Hodges. 
J. W. Jones, H. L. La Grenade, M. 
Lachapelle, John Lane, and M. L. 
Packard, all of Montreal; H. Dufresne. 
of St. Pie; Harold J. Tebbutt, of Three 
Rivers, and Joseph Villeneuve, of 
Lavaltrie. 

Addressing the members, Major 
Louis Daoust, retiring president, ex- 
pressed the association’s desire to lend 
all possible cooperation to the govern- 
ment “in applying any regulations 
which will help the country in the suc- 
cessful prosecution of the war.” 

Total production of boots and shoes 
in Canada increased 10 per cent this 
year over 1940, he informed the meet- 
ing. With this full-capacity operation 
there has been no undue rise in shoe 
prices, despite the increased cost of 
material and labor. Unrestrained com- 
petition, he found, guaranteed the best 
quality for a minimum price. Further 





November i5, 1941 








(/f)7f) 


FOOT 








KR 


EST 


IN EVERY FOOT REST 


Foot Rests are priced to take care of all the es- 


| 40 TO 42% MARKUP 


sentials in good shoes, 


including style, quality, 


comfort, and a fair markup for the dealer. With 
greater values, national advertising, and quick 
turnover, Foot Rests are perfect for profit. 


THIS 


Vogue + McCall's 


SHOE HAS EVERYTHING! 


* NATIONAL ADVERTISING IN 
Ladies’ Home Journal 


Good Housekeeping . 


The Instructor 


| 
* Verifiexible Construction 
| ‘* Cincinnati Quality 

* Seventy Stock Shoes 

* Specialization One Brand 


* Four-Spot Comfort 
*Smartest Styles 

* Markup 40% to 42% 
* Welts and Littleways 


* Quick Turnover 
RETAIL "t* SOME HIGHER 


| THE KRIPPENDORF-DITTMANN COMPANY, CINCINNATI, O. 


| 


shortages of labor and material might 
force the hands of the industry in 
adopting a limitation of styles, and it 
would be well for manufacturers to 
keep this constantly in mind. He 
warned members against expansion of 
plant facilities during the war. 





Glaser Shoe Store 
Modernized 


Cuicaco, Itt.— Glaser Shoe Store, 
5608 W. Cremak Road, has been com- 
pletely remodeled; a grand opening was 
held recently. A new front was in- 
stalled, the interior completely redeco- 
rated, and new lighting, new fixtures 
and new carpeting installed. The store 


NEW YORK SHOWROOM: MARBRIDGE BUILDING 


is operated by Phillip Ginsburg who 
also operates the former Wolock and 
Bauer store and the Queen Quality 
store at 6 E. Madison Street. 


Men’s Department Remodeled 


San Jose, Catir.— The Wardrobe, 
men’s furnishings, at Second and Santa 
Clara Streets, recently remodeled its 
shoe department, installing the latest 
fixtures and modern lighting equipment. 

The department is devoting consider- 
able publicity and display to a nation- 
ally famous make of footwear that is 
reported to be meeting with excellent 
sales. 
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210 Associates Elect 
Officers at Annual Meeting 


Boston, Mass.— The third annual 
meeting and election of officers of The 
210 Associates, Inc., was held on Wed- 
nesday evening, Nov. 5, 1941, at Dinty 
Moore’s Restaurant, Boston. The meet- 
ing was well attended, over 100 mem- 
bers being present, and, following a 
steak dinner, an enthusiastic business 
meeting was held. 

There were many important changes 
made in the by-laws of the association, 
and the spirited discussion from the 
floor showed the keen interest felt by 
the members in planning the future 
growth of the “210.” 

The following slate was elected for 
the coming year: 

T. Kenyon Holly, Holly Shoe Co., 
president; Nathaniel P. Lyons, Saco- 
Moc Shoe Corp., first vice-president; 
Joseph T. McCauley, Allied Kid Co., 
second vice-president; A. S. Burg, 
A. S. Burg Co., third vice-president; 
Edwin M. Kassel, A. Shapiro, Inc., 
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Invites Shoe Men to “Fly to Boston Fair” 


Miss Florence Barry, pretty stewardess of American Airlines, extends the 
courtesies of the Flagship Fleet to shoe men planning to go to the Boston Shoe 
Fair December 1-4. She called on exhibitors and then customers at the recent 
New York Showings and distributed an airline time-table giving.the number of 
daily planes to Boston from leading cities throughout the country. Miss Barry 
is shown here at the Hotel McAipin in a group reading from left to right: Louis 
H. Saivage, president, Lowis H. Salvage Shoe Co., and president of the New 
England Shoe & Leather Association; Joseph Michaels, shoe buyer, Oppenheim- 
Collins Co., Philadelphia; Miss Barry, and George Trentman, William Eastwood & 
Son Co., Rochester and Buffalo, N. Y. 





treasurer; and Morris Rosenston, Can- 
non Shoe Co., secretary. 

Elected as directors for a three-year 
term were A. A. Bloom, Saco-Moc Shoe 
Corp.; Albert A. Lappin, A. Shapiro, 
Inc.; Joseph W. Macpherson, John R. 
Evans & Co.; Walter Reinstein, John E. 
Daniels & Co.; and Alfred Schachat, 
Connolly Shoe Co. 

Elected as directors for a two-year 
term were Harry Aronson, Martin- 
Tickelis Shce Co.; Abe W. Berkowitz, 
Bourque Shoe Co.; Albert E. Gordon, 
Sibulkin Shoe Co.; C. Henry Jacobs, 
A: daeobs--<& Sons; Louis C. Jacobs, 
Hallowell Shoe Co. 

Elected as directors fer a one-year 
term were Albert A. Cerf, Venus Shoe 
Corp.; Edward A. Goodman, Frank C. 
Meyer Co.; Francis B. Masterson, Hub 
Shoe Co.; Daniel Myerberg, South Ber- 
wick Shoe Co.; and Hyman Snider, 
Universal Shoe Corp. 


Leon Abrams Transferred 


Harrispurc, Pa. — Leon Abrams, 
manager of the Mary Jane Shoe Store 
in Atlantic City for nearly three years, 
is the new manager of the Mary Jane 
Shoe Store in Harrisburg. 


Coast Retailers Report 
Excellent Fall Business 


San Jose, CaALir.—Shoe retailers in 
San Jose report the best Fall trade in 
years, with the outlook very encourag- 
ing. Popular priced shoes for women 
range from $3 to $7.50, but higher 
priced footwear is commanding excel- 
lent sales. 

While high heels continue in popu- 
larity for dress occasions, low and 
moderate heels are in great demand for 
general wear. Low heels are extreme- 
ly popular with high school and college 
girls. 

Black appears to be the predominat- 
ing color here this season, but British 
tan is in popular favor with many 
women. 

Increased sales this Fall over pre- 
ceding seasons is largely attributed to 
improved farm and labor conditions in 
this vicinity. Local retailers are antic- 
ipating a brisk holiday trade, and are 
advising early shopping so that cus- 
tomers may avoid disappointment that 
may be encountered in the Christmas 
rush. 
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ROCHESTER: Frank W. (Pop) Skin- 
ner, who was known to all shoe retailers 
in New York State when he covered 
that territory for the Sherwood Shoe 
Company of this city, was 78 years old 
on Oct. 31, and the event was cele- 
brated with a party at his home, 6030A 
Etzel Avenue, Chicago. His close friend, 
Harry A. Chase, who used to be a 
newspaperman and _ illustrated his 
stories with pencil sketches, sent con- 
gratulations and a birthday cake with 
78 candles gleaming—all on paper. . . 

Frank P. Eyer has retired from his 
long time job of covering the retail 
shoe stores of New York State for the 
Willits Shoe Company, Halifax, Pa., 
and will begin taking it easy with the 
coming winter to be spent at 190 White 
City Park, St. Petersburg, Florida... 

Robert Percy Levis, who was elected 
sheriff of New York County Nov. 4, 
was a son of Robert G. Levis, who was 
a member of the shoe manufacturing 
firm of Levis Brothers & Broxholm, 
Rochester. The New Yorker is a 
lawyer; a graduate of the University 
of Rochester, who received his law de- 
gree at Columbia University in 1903. 
... William Pidgeon has returned from 
a vacation of ten days spent in Atlantic 
City. He made two speeches while 


away. : 
*x ~ 


Even the familiar wiping cloths, used 
by shoemakers in dressing shoes, 
are getting scarce. The army is taking 
them for wiping guns. We understand 
too, that there’s a shortage of babies’ 
diapers (especially in the back yards 
in the maneuver areas) since our new 
army found them so adaptable in clean- 
ing their rifles. 


* ae * 


MILWAUKEE: Edwin A. Gallun, pres- 
ident of A. F. Gallun & Sons Corp., has 
been elected a director for a two-year 
term of the Wisconsin State Chamber 
of Commerce. . . . Frank Westphal, for- 
merly of Milwaukee, is now superin- 
tendent of the Ideal Shoe Manufactur- 
ing Company’s Waupun plant, where 
he succeeds William Prinslow. 


* a * 


SCHENECTADY: Mason W. Hall of 
the Patton and Hall shoe firm, State 
Street, this city, has been appointed a 
member of the advertising and business 
development committee, it was an- 
nounced recently by E. M. Van Norder, 
president of the New York State 
League of Savings and Loan Associa- 
tions. 

Mr. Hall who has been in the shoe 
business many years at the Schenec- 
tady store is also a member of the 
Schenectady Savings and Loan Associ- 
ation. .. . The Mason Hall club which 
has been reorganized here, recently 
held its opening fall meeting at the 
Y.M.C.A. ' 

The club is named after Mason Hall 
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of the Patton-Hall shoe firm, State 
Street, Mr. Hall being the former boys’ 
work chairman. Robert Caswell is the 
club advisor and Robert Barnes is the 


assistant. 
me Be cs 


Canada is making seamen’s boots with 
uppers of stout kip, chrome tanned and 
box grained. The heavy soles are welt 
sewed and are studded with brass nails 
—also the heels. Probably the brass 
nails resist the action of sea water. 


~ ur * 


DALLAS: Ted Chernow, salesman in 
shoe department of Titche-Goettinger 
Co., is the third ranking amateur 
bowler in Dallas. Bill Williams of the 
same department is also a bowler. Both 
are on the Titche-Goettinger Co. team. 
. . » Margie Lippman, saleslady in the 
shoe department of Titche-Goettinger 
Co. for the last five years, left the 
store Nov. 1 to start housekeeping in 
her own home. Margie left behind a 





Shoe Production 
Declines in September 
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Washington, D. C.—According to the 
latest figures released by the Bureau 
of the Census, Department of Com- 
merce, shoe production in September 
showed a decline of 1,609,134 pairs 
from the August figure of 44,985,025 
pairs but still represented a gain of 
8,283,531 pairs from the September, 
1940, figure of 35,092,360 pairs. In the 
nine-month period, January-September, 
this year, production totalled 374,704,- 
764 pairs, representing an increase of 
69,737,388 pairs over the corresponding 
period last year. 

in the production of government 
shoes, dress types amounted to 404,473 
pairs in September, an increase of 37,- 
702 pairs from August; work types 
amounted to 919,091 pairs, an increase 
of 51,805 pairs. Production in the nine- 
month period amounted to 4,040,848 
and 6,720,186 pairs, respectively. 








fine record for doing a real selling 
job. . . . Ben Rosen, assistant manager 
of the shoe department at Titche- 
Goettinger Co., is highly pleased that 
Dallas has an ice rink. The pay-off 
on this is that Rosen was born at 
Winnipeg, Manitoba, and reached Dal- 
las after a sojourn in Chicago. He is 
no stranger to natural ice skating. . . . 
Troy R. Smith, drafted January 15, 
1941, recently received his discharge 
from the army under the provision, of 
releasing men who had reached 28. 
Smith was employed at Volks at the 
time he entered the army. He’s taking 
a short vacation before he returns to 
work. . . . Ernest Whiddon, popular 
shoe salesman with Sanger Brothers 
department has recently been elected 
chairman of the Board of Elders of 
Greenville Avenue Christian Church. 


* * * 


Where do snake skins for shoes and 
leather goods come from? Well, Kim 
Miller has contributed 10,000 rattle- 
snake skins to the supply. He has cap- 
tured that number as he has hunted 
rattlers in Transylvania County in 
North Carolina. He hunts them for 
their skins and their oil. 


* * * 


BOSTON: Mrs. Adra L. Day, presi- 
dent of Mrs. Day’s Ideal Baby Shoe 
Co., of Danvers, has given a set of 
carillonic bells to the Maple St. Con- 
gregational Church of Danvers. 
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Evening Shoes on 
Playful Side 


LINCOLN, Nes.—Evening wear in this 
city is taking on a playful tinge as far 
as footwear is concerned, according to 
G. E. McLaird, manager of the shoe de- 
partment of Hovland-Swanson, swank 
ladies’ ready-to-wear store. 

“The evening play shoes, styled like 
the beach and play shoes of last sum- 
mer, are becoming increasingly popu- 
lar. While low heels formerly were 
frowned upon for evening wear, this 
year the young ladies are demanding 
them.” 

Mr. McLaird attributes this to the 
fact that girls wore play shoes all 
Summer and became accustomed to 
them. 

Business throughout the department 
has shown a 30 per cent increase this 
Fall over last year, McLaird declares. 
This increase has been shown mostly 
on the higher-priced stock in alligator 
and reptile leathers. 


Shotwell Appointed to 
Denver-West Territory 


Los ANGELES, CaALiIr.—A. V. (Van) 
Shotwell has been appointed Denver- 
West salesman for the Hermal Shoe 
Co., to carry this firm’s line of leisure 
footwear. Van will headquarter in the 
Lankershim Hotel, this city. He also 
plans to te in attendance at the Chi- 
eago Shoe Fair in January. 
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lowa Travelers Conclude Successful Show 





Business Reported Brisk at Three-Day Showing at Des Moines 
— State Retail Group Reorganized 


Des MoINgEs, lowa—A three-day shoe 
show, sponsored by the Iowa National 
Shoe Travelers and held at the Cham- 
berlain Hotel here, was concluded 
Tuesday evening, Nov. 4. Buying over 
the three-day period was very brisk 
and the report from all travelers was 
that it was a very successful show. 

The show formed the occasion for the 
reorganization of the Iowa State Shoe 
Retailers Association. At a luncheon 
Monday noon, attended by all the 
travelers and 150 retailers, the organi- 
zation was formed and Louis J. Kelly, 
of Kelly’s Shoe Store, Carroll, Iowa, 
was elected president. H. A. Alexander, 
Fields Shoe Co., Des Moines, was elected 
vice-president, and Harold Fisher, 
Fisher’s Shoe Store, Boone, Iowa, sec- 
retary-treasurer. 

The State was divided into 12 dis- 
tricts, with a director for each group 
to form his own district organization 
to make closer contact between all mer- 
chants in the State. 

Directors elected are B. W. Boll, 
Sheldon; George Raife, Estherville; 
Harry M. Botts, Dubuque; Lou Walker, 
Waterloo; Roy Ewers, Iowa City; Ed 
Schneider, Burlington; John Cowan, 
Oskaloosa; H. A. Alexander, Des 
Moines; H. L. Fisher, Boone; Lester 
Balding, Atlantic; Ross Smith, Shenan- 
doah, and H. A, Tilton, Centerville. 

Arthur Brayton, representing the 
Des Moines Chamber of Commerce, 
welcomed the retailers, stressing the 
need of organization especially during 
these present conditions. 

Roy Stevens, shoe merchant from 
Ottumwa, who is a director of the Na- 
tional Shoe Retailers, recently returned 
from Washington, D. C., where he at- 
tended a meeting of the N.S.R.A. with 
the Federal department of education, 
reported the findings of this meeting 
regarding the course of instruction 
open to all shoe sales persons and shoe 
merchants and sponsored by the Fed- 
eral department of education. E. A. 
Zelliot, director of the Department of 
Business Education, Des Moines Public 
Schools, explained all the working de- 
tails of the plan which created much 
enthusiasm among the retailers. 

Reaction from the buyers indicated 
that in men’s shoes the picture would 
be largely brown and brown and tan 
combinations, with the strapped avia- 
tion shoes taking new importance. 

In women’s shoes for early Spring 
showing, dealer acceptance was: 

1. Gabardines and patents in black 
and navy. 

2. Black patent with faille trim. 

3. Tan antique calf. 

4. Blue maracain with blue calf trim- 
ming. 

For later selling it was: 


1. Jersey cream or golden blonde in 
maracain with tan calf trim. 

2. White and colored suedes, with 
tan, blue and colored trim in spectator 
type. 

The step-in pump type was proving 
popular and there was indication of in- 
terest in sandals in the black patent 
only. 

It was estimated that more than 200 
retailers attended the display of the 
50 lines, and that in spite of no radical 
style changes, buying was good. 

At the stag dinner for the Travelers, 
Saturday night, preceding the show, 
officers for the coming year were elect- 
ed and directed to plan the next show 
for early Spring. H. S. Marple, Des 
Moines, representing House of Crosby 
Square, was elected president; Harry 
E. Barton, Cedar Rapids, of the Camco 
Shoe Co., its vice-president; and C. F. 
Payton, Des Moines, of Fortune-David- 
son Co., secretary-treasurer. 


Army Shoe Orders Near 
Million Pairs a Month 


Boston, Mass. — Announcement was 
made last week at the Boston Quarter- 
master Depot of contracts awarded to 
make 300,000 pairs of leather-soled ser- 
vice shoes in addition to those already 
announced. This brings to a total of 
825,000 pairs of leather-soled shoes and 
375,000 pairs of composition-soled 
shoes, the quantity now on order as of 
Nov. 6. The supplementary contracts 
to make the 300,000 pairs mentioned 
above have been awarded to: 

Joseph M. Herman Shoe Co., 20,000 
pairs at $3.68; E. J. Givren Shoe Co., 
25,000 at $3.70; R. P. Hazzard Co., 24,- 
000 at $3.78; Shelby Shoe Co., 25,000 
at $3.79; Hubbard Shoe Co., Inc., 36,- 
000 at $3.79; W. L. Douglas Shoe Co., 
20,000 at $3.79; Cannon Shoe Co., 20,- 
000 at $3.79; Craddock-Terry Shoe 
Corporation, 30,000 at $3.79; Daly Bros. 
Shoe Co., 20,000 at $3.79; Leonard & 
Barrows Shoe Co., 25,000 at $3.79; 
Belleville Shoe Mfg. Co., 20,000 at 
$3.79; and Moose River Shoe Co., 35,- 
000 at $3.79. 

The average price per pair on the 
original awards, announced about Nov. 
1, was approximately $3.60. The aver- 
age price on the above supplementary 
awards is about $3.78 per pair. 

Shoe manufacturers this week re- 
ceived invitations from the local Quar- 
termaster Depot to submit bids on 
Nov. 21 on 675,000 pairs of leather- 
soled army service shees. Bidding is 
to be informal and contracts will be 
negotiated. 

This quantity is in addition to 525,- 
000 pairs of leather-soled shoes and 
375,000 pairs of composition-soled 
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shoes, contract awards for which were 
reported in last week’s issue of Boot 
AND SHOE RECORDER, and also in addi- 
tion to the 300,000 pairs of leather-soled 
shoes reported above. 

Therefore, when contracts on the 
latest lot are awarded, some time late 
in November, the grand total of Army 
service shoe purchases for the two 
months of October and November will 
be 1,875,000 pairs. This total may be 
considerably increased, of course, if 
Army Procurement division, on Nov. 
21, exercises its right to increase the 
quantity by 25 per cent. 


Takes Superintendent Post 


GRINNELL, Iowa—J. O. Humbert, a 
veteran shoe man of 40 years’ experi- 
ence, formerly with Dodson-Fisher Co., 
of Minneapolis, Minn., has been ap- 
pointed superintendent of the Hilder- 
brand Shoe factory here. Sharp Lan- 
nom, III, has been acting as superin- 
tendent since the death of the former 
superintendent, L. H. Weston. 


Store Manager Buys Business 


Sprrir Lake, lowa—Jack Marsh has 
purchased the Home Shoe Store, Spirit 
Lake, Iowa, changing its name to Jack’s 
Home Shoe Store. During the past 
year Mr. Marsh has been manager of 
the store. 

15, 


November 1941 





MeWaters Named Little Welt 
Sales Manager 


NASHVILLE, TENN.—L. J. Mc Waters, 
formerly assistaht to the general man- 
ager of the Little Welt Shoe Company, 
has been appointed sales manager of 


L. J. McWATERS 


the company, to be in charge of sales, 
styling and promotion, according to an 
announcement made recently by W. M. 
Jarman, president of the General Shoe 
Corp. 

Mr. McWaters has been with General 
Shoe since September, 1940. He has 


COMFORTABLES are in demand the year around. 


Foot Director No. 1 is designed to fit 
difficult feet. The large built-in leather 
cookie not only gives added support 
and comfort, but also directs the foot 
into proper position so that the weight 
of the body centers in shoe where it 
belongs, thus relieving fatigue. 


In Stock for 
Immediate Delivery 
$600 
RETAILER 


BELLAIRE SHOE COMPANY, PORTLAND, ME. 


KNEY 4 W 


been in the shoe business for over 13 
years as a retailer and children’s shoe 
buyer, having been connected with the 
Burger Phillips Company department 
store in Birmingham, Ala. 

Production at the Little Welt Shoe 
Company’s modern factory in Hohen- 
wald, Tenn., has been steadily increased 
in the last 15 months to more than 2,200 
pairs a day. 


Men’s Store Remodeling 
Includes New Department 


ATLANTA, Ga.—One of the finest shoe 
departments in the Southeast is being 
created by Zachry’s, leading Atlanta 
men’s wear store, in its present en- 
largement program. 

The store space next door to the main 
store, at 85 Peachtree St., N. E., has 
been leased and will be shared by the 
hat and shoe departments of the store. 
A new front is being installed, new 
display windows put in and an entrance 
cut through from the main store. To- 
gether with remodeling and redecorat- 
ing, the new shoe department will be 
up-to-date in every respect and will be 
much larger than the old one, with ap- 
proximate:y 550 square feet of floor 
space. 

The Zachry shoe department has 
been in charge of Paul Ballenger for 
the past ten years. 
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Store Employes Get Blue 
Ribbon in Fund Drive 


SEATTLE, WasH. — The Turrell Shoe 
Co. store on the ground floor of the 
Fisher Building, this city, went over the 
top with a 100 per cent increase for 
the Defense Chest drive in this city. 
Helping to raise the $875,000 set for 
the host of community and service or- 
ganizations of Seattle, the employees 


of the pioneer shoe establishment were” 


extremely generous in their “all-out 
aid;” which won for them the blue- 
ribbon award for their whole-hearted 
participation in the Seattle Defense 
Chest. 


Columbus Store Modernized 


CoLuMBus, OHI0—The Corbett-Mat- 
thews Shop, 104 North High St., Co- 
lumbus, recently celebrated completion 
of remodeling and redecorating. Under 
the supervision of Charles Halloway, 
general manager, the shoe section has 
been completely redecorated with bright 
chrome furniture and new cases for 
handbags. 


It’s a Long, Long Way from Honolulu 


The Bundles for Britain storerooms in Honolulu, Hawaii, were flooded recently 
with 2,900 pairs of shoes, donated by the Bata Shoe Company. Most of the 
shoes will be shipped to Britain; those not suited for practical use will be sold 


and the money used to buy babies’ clothes for shipment to Britain. 


Left to 


right: James Kunst, district manager of the Bata Shoe Company, is pictured 

showing Rosemary Ziegemeier a smart pair of the donated shoes. Madeleine 

Birks, center, shows off another pair. Jean Lukens, seated, is admiring the shoes 
Mrs. G. P. Lamont is holding. Photo was made by The Honolulu Advertiser. 





September Shoe Production 
Up in New England 


Boston, Mass.—A gain of 13 per 
cent in shoe production in September 
of this year over the same month last 
year was achieved by the three New 
England shoe states—Massachusetts, 
Maine and New Hampshire—according 
to an analysis made by the New Eng- 
land Shoe and Leather Association. 
Total production during the month in 
question was 14,352,052 pairs, repre- 
senting a gain of 11.5 per cent for Mas- 
sachusetts, 14 per cent for New Hamp- 
shire and 18 per cent for Maine. Mas- 
sachusetts led all shoe states during 
September, production totaling 8,094,- 
894. New York State was second with 
a production of 7,917,440. 

For the nine months period, danuary- 
September, the New England shoe 
states produced 131,204,168 pairs, an 
increase of 21 per cent over the same 
period a year ago. Massachusetts’ shoe 
output was 23 per cent greater during 
this period and gains for Maine and 
New Hampshire amounted to 20 and 
18 per cent, respectively. 

The Massachusetts shoe industry em- 
ployed approximately 42,000 workers 
during September and the average 
amount of total weekly wages paid them 
amounted to $798,851, according to the 
association’s analysis of the indices of 
the Massachusetts Department of Labor 
and Industries. This represented an 


increase of 3 per cent in employment 
and 23 per cent in payrolls over the 
same month last year. The average 
weekly wage during September amount- 
ed to $23.61. 


Kirby Store in New Location 


SANTA Monica, CALiF.—The Kirby 
Shoe Store on Third Street is now 
housed in a new room, next door to the 
previous location. A larger frontage, 
together with a modern interior, gives 
the store a pleasing appearance. S. 
Slatkin is the manager. 


Store Damaged by Fire 


CrREsTON, Iowa — Bucks’ Booterie, 
here, was badly damaged in a recent 
$200,000 fire in which it was burned 
along with four other retail stores. 
Cause of the fire was unknown. Ray 
Hartman, manager of the Booterie, is 
at present uncertain as to future plans 
but may remain in the present loca- 
tion if the building is repaired. Mrs. 
Allen Holcomb is owner of the building. 


Shoe Manager Transferred 


SEATTLE, WasH.—H. E. “Hal” Knapp, 
who has been associated with the Regal 
Shoe Store on Pike Street, here, for 
about 8° years, has been promoted and 
transferred as manager of the Regal 
Shoe Store on Pacific Avenue, Tacoma, 
Wash. 
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GOING TO 
PHILADELPHIA? 


STOP or the 
BENJAMIN 
FRANKLIN 


HOTEL 


Philadelphians judge you by 
your choice of a hotel. It pays 
you to stay at the Benjamin 
Franklin—pays you in distinction, 
convenience, comfort, satisfying 
food, nearness to Philadelphia 
business and entertainment. 1200 
outside rooms all with combina- 
tion tub-shower and circulating 


ice water. 


BENJAMIN FRANKLIN 


Philadelphia's 
Finest Hotel 


George H. O'Neil 
Managing Director 














Latest Karl Branch 
Opened in San Jose 


SAN Jose, CALIF.—A branch of the 
Karl chain has been opened here which 
is entirely different from the general 
type of previous Karl stores. It is ultra 
modern in every way with spacious 
windows and inclosed show cases for 
the display of bags and hosiery. Bert 
Collins is the manager. He has had 
charge of the local Karl store for the 
past nine and a half years. An excel- 
lent opening business is being enjoyed. 


Named Boyd Manager 


CoLtumsia, S. C.—Harold Shersky 
has been named manager of Boyd’s 
Shoe Store, here, to succeed A. A. 
Mann. He comes to Columbia from 
Knoxville, Tenn., where he had had 
wide experience in the retail shoe busi- 
ness. 


Umbrell Manages New 
Harrisburg Department 

HARRISBURG, Pa.—A new men’s shoe 
department has been established in the 
store of Bond Clothes, located at 
Fourth and Market Streets. The new 
department will be managed by Richard 
Umbrell, who has been a resident of 
this city for eighteen years and until 
recently was associated with the Han- 
over Shoe Company as an assistant 
manager of the local store. 
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Football Theme in Shoe Window 


This interesting men's shoe window with an atmosphere in keeping with the Fall 


football season was used by James F. Condon & Sons, of Charleston, S. C. 


The 


window was an interesting example of the localized use of a manufacturer's dis- 
play material in planning a window featuring a home town game. 





Boston Show Banquet 
Promises S.R.O. Attendance 


Boston, Mass.—The Fourth Banquet 
and Entertainment of The 210 Asso- 
ciates, Inc., to be held in the Imperial 
Ballroom Suite of the Hotel Statler, 
Boston, on Monday night Dec. 1, 1941, 
again promises to be the social high- 
light of the Boston Shoe Fair, which 
will be conducted on Dec. 1-2-3 under 
the auspices of The New England 
Shoe & Leather Association. 


Reservation cards were mailed to the 
shoe trade about 10 days ago. “Judging 
from the early response for reserva- 
tions,” said Abe W. Berkowitz, chair- 
man of the banquet and entertainment 
committee, “this banquet will be an 
even greater success than our three 
previous shows. Our committee has 
lined up a show for the boys that will 
be the best we have ever givén them, 
and we are making preparations to 
accommodate over 1000 guests, the 
maximum capacity of the ballroom.” 

There will not be a Program Book 
for this show, and its purpose is one 
of good fellowship and entertainment 
for the visiting buyers. 

The committee urges that all reserva- 
tions, accompanied by check, be sent to 
the office of The 210 Associates, Inc., 
at 210 Lincoln Street, Boston, at an 
early date. 

Assisting Mr. Berkowitz on the Ban- 
quet Committee are A. A. Bloom, vice- 
chairman; Sidney Barr, A. A. Cerf, 
Albert E. Gordon, Philip H. Green, 
Charles Henry Jacobs, Charles Gut- 
man, Barney Kane, George N. Levy, 
Joseph W. Macpherson, Frank Master- 
son, Walter Reinstein, Frank Rosello, 
Robert H. Ross, Daniel J. Seletsky and 
George Shapiro. 


Department Store 
Shoe Sales Up 


SEATTLE, WASH. — Reflecting heavy 
volume of foctwear, figures for depart- 
ment store total sales in Seattle showed a 
considerable gain over sales for the cor- 
responding period of 194Q Considerably 
increased demand for new Fall foot- 
wear has been felt this year, and is 
expected to continue, as new fashions 
widen their appeal. 


R. Jeklin Store Moved 


West Benp, Wis—The R. Jeklin 
Shoe Store has moved into new quar- 
ters here. Front of the new building 
has been fitted with light cream struc- 
tural glass with black trim. Interior 
shelving is recessed, and red upholster- 
ed chairs with chromium trim have 
been added. Indirect lighting has been 
installed and a shoe repair room and an 
office have been provided it the rear 
of the store. Vitaly 


Grand Opening in 
New Location 


SEATTLE, WaSH. — Lundguist-Lilly, 
Inc., featuring men’s shoes and wear, 
has staged a grand opening with gifts 
of fine handkerchiefs to the first 1000 
callers, for the newly expanded 4th 
Avenue store, here. New windows, new 
entrance, and three times the floor 
space have been provided in the new 
location of this store, which remains 
under management of Edward R. Holt. 
Nationally-advertised lines of shoes 
and men’s wear are specialties of this 
house, of which Howard Lilly is presi- 
dent. 
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Two-Pair Sales in 
Children’s Department 


Denver, Cot.—A fully worthwhile 
opportunity for the merchandising of 
a “second pair” of shoes of various 
types is often passed up by shoe re- 
tailers in large department stores, ac- 
cording to Dick Runyon, women shoe 
buyer for Daniels & Fisher’s. Here, 
surprisingly, a large number of slip- 
pers, pumps, walking shoes, and even 
sport models, have been sold to the 
mothers of small children, simply by 
providing the mother of a child being 
fitted with new shoes with a pair of 
her own size to examine during the 
process. 

“Every sale of children’s shoes na- 
turally means that the mother is in the 
department,” Mr. Runyon pointed out, 
“and in nine cases out of ten the mother 
sits idly by while her little darling is 
outfitted with the appropriate footwear. 
She usually spends this time in powder- 
ing her nose, searching through her 
pocketbook, smoking, or doing some- 
thing else to kill time. If the salesman 
realizes this, and brings her a pair of 
shoes, slippers, sport shoes, etc., she is 
almost sure to work up interest in that 
pair. 

At Daniels & Fisher’s, it is. routine 
practice for salesmen in the children’s 
shoe department automatically to bring 
the mother a pair of slippers to ex- 
amine while her child is fitted. Most 
salesmen can approximate the size of 
the woman’s foot—and bringing her a 
slipper which fits always pleases her 
considerably. In this way, when the 
child’s shoe is eventually purchased, it 
is not unusual for the woman to add 
the. slippers to her purchase, and even 
to become so interested that she can 
he sold two or three pairs. 





Demand for Shoe Salesmen 


NASHVILLE, TENN.—There is a great- 
er demand for shoe salesmen in Nash- 
ville than at any time in the last ten 
years, according to local dealers. Every 
known method to obtain these salesmen 
is being used, with few being found. 
Shoe men say that the draft is only 
partially responsible, with other causes 
given as better business requiring more 
salesmen during other days of the week 
as well as Saturday, better paying jobs 
for shoe store employees, and the gen- 
eral rush to take jobs on defense proj- 
jects whether at a better salary or not. 





Re-Opens Under New 
Management 


KAYMOND, WASH.—The Morales Shoe 
Store at 310 Duryea Street, this city, 
has recently re-opened under new pro- 
prietorship. Elmer Fortney, of Mon- 
roe, is the new manager and has re- 
named it “The Family Shoe Store,” to 
indicate the complete lines of men’s, 
women’s, and children’s footwear which 
he is stocking. 
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Oscar Thureen Heads 


Wisconsin Retailers 


Mapison, W1s.—The Wisconsin Shoe 
Retailers Association, meeting in Madi- 
son on Monday of this week, elected 
Oscar Thureen, of Viroqua, as presi- 
dent for the coming year. John Julin, 
of Eau Claire, was elected vice-presi- 
dent, and Sidney Weber, of Janesville, 
was chosen secretary. Directors elected 
by the association were Charles Frail- 
ing, of Madison; Kenneth Weber, of 
Lancaster; Charles Roussy, of Milwau- 
kee, and Theodore Mayer, of Wausau. 





Southern Shop Moved 


Daytona Beacu, Fia.—The Bootery, 
here, has been relocated and is now in 
a modern store at 120 South Beach. 
In addition to an increase of 30 per 
cent in shoe stock, a line of costume 
jewelry bags and hosiery has been 
added. The business is owned and 
operated by Jules Nass, who opened 
his first shop in this city in 1923. 


File Records Bring 
Customers Back 


DeNveR, Cot.— The checking and 
recording of shoe sizes is often a prac- 
tical means of re-establishing contacts 
with customers who for some reason 
cease to buy at the shoe department, 
according to Miss M. Wendell, infants’ 
wear buyer for the Denver Dry Goods 
Company. 

No matter how inconsequential a 
child’s shoe sale may be, the Denver 
Dry Goods immediately records it on a 
permanent file card. Then, from time 
to time as fresh footwear is purchased, 
the card is made out with the new size, 
date of purchase and name. The card 
file, now grown to several hundred 
names, is checked once a month in small 
sizes, once every six months in larger 
sizes up to five. If any card shows that 
the customer has not been in the shoe 
department for several months, depart- 
ment saleswomen either telephone the 
mother, or send a personal postcard, 
asking why. If no response is received, 
the card is not thrown away; instead, 
it is returned to the file, and six months 
later referred to again, when the store 
will once more telephone the mother. 
In this way, the infants’ wear shoe de- 
partment almost never loses a cus- 
tomer, and is able to determine why any 
customer does not return for later pur- 
chases. If there is any feature about 
the shoe merchandising program which 
the customer does not appreciate, this 
eard-file system shows it up, and a two- 
way benefit is realized. 








Burton Named Lane 
Shoe Manager 


Tyter, TexasS—R. M. Burton, for- 
merly in charge of DeJong’s Shoe De- 
partment, Evansville, Indiana, is now 
manager of Lane’s Shoe Store, in this 


city. 
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and departments combine the 
showmanship of X-Ray Fit- 
ting with expert shoemanship 
to build a more profitable busi- 
ness. In so doing, they give 
their customers the proven 
benefits of the original and 
perfected X-Ray Shoe Fitter. 


It is the only fitting aid that 
employs the fluoroscopic 
X-Ray...that enables the cus- 
tomer, the salesperson, and a 
third party, to look through a 
pair of shoes to see how they 
fit. It is the one device which 
.shows parents that their 
children’s shoes fit correctly. 


Why not conduct a FREE 
SHOW of your expert fitting 
. via 


service every day. . 
X-Ray...and make 
money doing it? 











No Increased Investment 
An X-Ray Shoe Fitter doesn’t 
if you buy it out-of-inventory. 


Liberal E-x-t-c-n-d-e-d Terms 
if you wish! 


X-RAY" 
SHOE FITTER uc. 


3533 NORTH PALMER STREET 


MILWAUKEE . WISCONSIN 
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Classified and Want Ads 





SALESMEN WANTED 


FOR SALE 


LINE WANTED 








A REAL MONEY MAKING OPPORTUN. 
ITY for live wire salesmen to cover the fol- 
lowing states: Georgia, Alabama, Pennsylvania, 
Ohio, Indiana, Michigan, Illinois, Missourt, Iowa, 
Oklahoma, Kansas, Nebraska, and California, 
to sell a fast styled line of in-stock Ladies 
novelties to retail at $1.49 to $2.45. Proven 
patterns from the best factories in this grade, 
Priced right. New Numbers sent every week. 
Commission basis only. Give full details as 
to experience, age, territory covered, present 
and past employers Less must live in territory 
and cover it by BOSTON NOVELTY 
SHOE CORPORATION, 120 Lincoln Street, 
Boston, Mass. 





W ANTED—BIG SALESMEN who are mak- 

ing money but want to make more. One 
of the larger and well established In-Stock 
Lines of Ladies’ Novelty Footwear is con- 
sidering applications for California—Texas— 
Louisiana—Arkansas—Georgia—Florida and the 
Carolinas. Require services of men who have 
sold footwear, preferably Ladies, and who are 
interested in a permanent and profitable con- 
nection, Address $345, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York, N. Y. 





DEPTS. FOR LEASE 


A RELIABLE AND THRIVING FLOR- 
IDA CHAIN, having stores in principal 
cities, with 100% location, modern up-to-date 
stores and fronts, will lease fully equipped, in 
cluding window space, shelving, porter service, 
and lights, their Children’s and Men’s Depart 
ments for 12% of gross business. Year lease 
or longer, to suit tenant. The Departments are 
located in Fort Lauderdale, Daytona, Ocala, and 
Lakeland. Will lease both departments to- 
gether or individually. Address 2349, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 











Retail Business Lags 
In Detroit 


DETROIT, MicH.—Retail shoe business 
in Detroit has slipped in the past two 
weeks about 10 per cent according to 
Frank A. Huetter, president of the Shoe 
Travelers’ Club, who is in contact with 
a large number of retail stores. Basic 
reasons for the drop appears to be that 
industrial workers here have been wor- 
ried by announcements of impending 
automobile layoffs and have begun to 
curtail spending. Despite this drop 
business is still above the level of a 
year ago. 





CARA Shoe Store For Sale in 

Boston. Inventory $15,000, fixtures $3,500. 
One year lease at the lowest rental for 100% 
location, Will take $11,500—must be cash. At 
same location four years, now doing about $65,- 
000 to $70,000. Reason for selling is I have 
other interests which need my full time, This 


Sg me covering Virginia, West Virginia, 

North and South Carolina past 
ums a for one firm, open for line. Ad- 
dress $338, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





is a real opportunity for a live wire. 
man can get his investment back in three 
months. For further information address 
$B-350, Boot and Shoe Recorder, 140 Federal 
Street, Boston, Mass. 





AMILY SHOE STORE — Selling medium 
and higher grade shoes, Nationally advertised 
brands; Twenty-five years in same location; 
Reason for selling—leaving town. MARKS 
SHOE STORE, TOWANDA, PENNA. 





LINE WANTED 


LINE Wanted for California—Arizona; non- 

conflicting line to carry with present line 
of women’s outstanding $4.00 to $5.00 Arch 
Shoes. Address £347, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York, N. Y. 








WOMEN’ S SHOE LINE WANTED: For- 

mer roadman wants to get out of retail field 
and go back on road. Prefer New York State 
or ona oe R, Will go anywhere. Real 
producer in popular price field. Available about 
January Ist. Address $348, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York, 
N. Y. 








Moves to Larger Quarters 


OmaAHA, Nes.—Dr. Ben Goldware, 
foot specialist, has moved from 330 
Securities Building, here, to a ground 
floor location at 313 South 15th Street. 

The room, which is much larger than 
his former quarters, has been redeco- 
rated and the latest fixtures installed 
with private consultation and treat- 
ment rooms. The store front has also 
been remodeled in keeping with the 
character of the business. 


Coley Takes Over Management 


SANFORD, Fira. — H. L. Coley has 
taken over the management of the Mod- 
ern Shoe Shop. The store has been 
remodeled. Mr. Coley comes to Sanford 
from Charlotte, N. C. 





WANTED TO PURCHASE 


SHOE STORES WANTED 
FOR CASH 
Men’s, women’s, children’s shoes retailing 
from $5.00 and up. Short term leases as- 
sumed. Write in 








Unusual references on request 








MAN op DUXERS OF uns 
SURPLUS STOCKS 
We buy for cash surplus or complete shoe stocks. 
Branded or unbranded. Generous prices. 
Write, ona or CRASAR 
BARS 


iH 
19 N. Fourth St. a hia, Pa. 
Phone ne mmatonet Sees 








WE BUY 
us Wholesale and Retail 
randed Shoes such as 
rsheim, Enna-Jettick, Vital- 
ty, Arch Preserver, Queen Quality, . 
tonians, Stetson, Red Oross, Nunn-Bush, Ete. 

I BR 7S IN BUBIN 
The House of Jobs’”’ 
89 Reade St., Cor, Church 

Phone Barclay 7-7887. New York Oity 











SELL YOUR SURPLUS STOCKS 
to 


KIRSCH-BLACHER CO., INC. 
established 1915 
We stocks of shoes 
py aug jobbers eo manufacturers. 


Visit our new warehouses 


108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5379 








CASH 


For Entire Stocks or Surplus Merchandise. 
This is a good time to dispose of them. 
We can use any quantity and pay the highest 
prices. 
CAMITTA SHOE COMPANY 
16 8S. 3rd St. Philadelphia, Pa. 
Phone Lombard 2062 











ments. Minimum charge 


charge, $1 





CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
$1.25. en < a box number is desired twelve words should be added for the address. In ail other cases 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
Advertisements for this page must be in our New York office on Friday of the week preceding publication. -wa 
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Orrawa, Can.—The production of 
leather footwear in Canada continues to 
advance, according to the report of the 
Dominion Bureau of Statistics, the Sep- 
tember output totaling 3,027,252 pairs, 
an increase over the preceding month 
of 61,615 pairs, or 2 per cent, and an 
increase over September, 1940, of 542,- 
584 pairs, or 22 per cent. 

In the nine months ended September 
30, the production of leather footwear 
amounted to 23,833,552 pairs, compared 
with 19,454,317 pairs in the correspond- 
ing period of 1940, an increase of 4,379,- 
235 pairs, or 23 per cent. The output 
for the first nine months of the present 
year is only two and a half million 
pairs short of the total recorded for 
the full twelve months of 1940. 


The imports of footwear (except 
rubber goods) in the month of Sep- 
tember totaled 89,695 pairs, valued at 
$163,333. The total comprises: boots, 
shoes and slippers with leather uppers, 
n.o.p. 52,760 pairs, value $143,443; 
boots and shoes, pegged or wire fast- 
ened, with unstitched soles, close edged, 
36 pairs, value $67; boots and shoes 
with felt uppers, 1826 pairs, value $1,- 
126; and boots, shoes and slippers, ex- 
cept canvas, felt, rubber and leather, 
n.o.p., 35,073 pairs, value $18,697. In 
September of last year the imports 
amounted to 67,110 pairs, valued at 
$105,501. 

The exports of leather footwear of 
Canadian manufacture in September 
totaled 90,558 pairs, valued at $118,- 
716, comprising: boots, shoes and slip- 
pers with leather uppers, n.o.p., 72,259 
pairs, value $105,078; moccasins and 
Indian slippers, 16,129 pairs, value $12,- 
122; and boots, shoes and slippers, 
n.o.p. (except rubber, leather and can- 
vas), 2170 pairs, value $1,516. In Sep- 
tember, 1940, the footwear exports 
amounted to 46,502 pairs, valued at 
$68,575. 


Budd Purchases 
Yoder Shoe Store 


E. PALESTINE, OnI0O—J. J. Budd re- 
cently purchased the Yoder Shoe Store 
of this city. 

The store has been in existence for 
over twenty years. 

Mr. Budd formerly worked for the 
May Company Cleveland, and Cort 
Shoes, Inc., who operate a chain of shoe 
stores throughout Ohio. 





New Branch Opened 


Ft. LAUDERDALE, FLA.—The newest 
link added to the Bond Shoe Store chain 
is the one located at 205 S. Andrews 
Avenue. Edward Buick, a well-known 
local shoe salesman, has been named 
manager. The Bond Shoe chain spe- 
cializes in popular priced shoes for 


women. 
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Ascutney Shoe Corp. 
Purchases Factory 

Hupson, Mass.—Sale of the four- 
story wooden factory and land owned 
by the Hudson Chamber of Commerce 
to the Ascutney Shoe Corporation, pres- 
ent occupants of the plant, has been 
authorized by members of the Chamber 
and will be negotiated in the near 
future by its officers. 

The factory building, acquired by 
the Chamber in 1937 during its indus- 
trial development program, has been 
occupied by the proposed new owner 
since that year in the manufacture of 
shoes. 

A proposal for purchase of the build- 
ing was submitted to the Chamber and 
accepted by the members at a special 
meeting. 

The Ascutney firm has expanded its 
operations in the factory since it came 
here in 1938 and now occupies all four 
floors. 

The factory building, known formerly 
as the Logan plant, was erected many 
years ago through public subscriptions 
by Hudson citizens to promote shoe 
manufacturing in the town and later 
became known as the Brigham factory. 

When manufacture of shoes ceased, 
the building was taken over by the 
former Firestone Footwear Company, 
which operated a large plant here, and 
was used for storage. The title was 
transferred to the United States Rub- 
ber Company when that firm acquired 
the Firestone business and property 
here. In 1937, the Chamber purchased 
the building in its campaign to locate 
new industries in the town and leased 
it to the Ascutney Shoe Company. More 
than 200 persons are now employed 
there. 


Counter Firm Buys Factory 


MARLBORO, Mass.—The shoe manu- 
facturing property on High Street, 
owned and operated for many years by 
the late Abel Howe of this city, and 
which has changed hands several times 
in the past quarter century, has been 
purchased by the Sterling Counter 
Company from the Chamber of Com- 
merce trust. The new owner is John 
T. Flannagan, president of the con- 
cern. Announcement was made by 
J. Vincent Lyons, president of the 
Chamber, at a meeting of the board of 
directors. 

Mr. Flannagan said that another 
concern, the Marlboro Counter Com- 
pany, will also move into the newly 
purchased building. Both concerns have 
manufactured shoe findings here some 
years, oceupying space in the Indus- 
trial Trust Building on Howe Street. 

Recently the Diamond Shoe Company 
took over the entire four floors of the 
Trust Building as a result of expansion 
of their business and will eventually 
occupy the entire five-story building 
for the manufacture of men’s shoes. 

The Diamond Shoe Company is work- 
ing on large orders for the Army and 
Navy. 











COS to all of we bs he Roemening 
5 on oh Re pect 





spectre of tub 
of persons, it lurks in every corner, may 
strike at amy moment. More people be- 
tween 15 and 45 die from tuberculosis 
than from any other disease. 

Yet tuberculosis can be driven from 
the face of the earth. Since 1907 your 
Local Tuberculosis Association has helped 
reduce the toll of tuberculosis by 75%! 

By buying Christmas Seals you will 
help us complete the job—and make 
this a safer world for yourself and your 





leved ones. 
~<a Buy 
=; CHRISTMAS 
eet SEALS 























Crawford’s Open New Foot 
Comfort Department 


PgoriA, ILL.—Crawford’s shoe store 
has established a new, complete foot 
service for its customers. On its main 
floor, W. J. Richardson, D. S. C., has 
opened a modern, completely-equipped 
chiropody office including physical ther- 
apy in all its branches. 

Dr. Richardson for the past ten 
years has been a director and super- 
visor of foot clinics affiliated with the 
Illinois College of Foot Surgery. In the 
Crawford store he will supervise the 
fitting of all orthopedic and comfort 
shoes, 

Crawford’s is now handling eight na- 
tionally recognized comfort and ortho- 
pedic shoes. The addition of an ortho- 
pedic expert as supervisor of this 
department is another service offered 
by this progressive firm to its large 
clientele of customers. 


Williams Modernizes Store 


SALEM, ORE. — Max Williams, owner 
of the Marilyn Shoe Store, has opened 
his completely remodeled quarters at 
383 Court St. In addition to smartly 
fashioned popular priced shoes, the 
store will maintain hosiery and hand- 
bag departments. The hosiery and bag 
departments will be under the manage- 
ment of Mrs. Williams. 

Williams entered the shoe business 
20 years ago and at one time was one 
of the shoe buyers in the Filene Store, 
Boston, and later for Olds & King in 
Portland, Ore. He was manager of a 
shoe store here for eight years before 
starting his own business. 
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Dates to Remember 


Monthly Shoe Buyers Day, Michi- 
gan Shoe Travelers, Hotel Stat- 
ler, Detroit, Mich. 
November 17, 1941 


Monthly Shoe Show Chicago Shoe 
Travelers Association, Morrison 
Hotel, Chicago, Ill. 

November 27, 28, 1941 


Annual Shoe Buyers Week, In- 
diana Shoe Travelers Associa- 
tion, Claypool Hotel, Indianap- 
olis, Ind. 

November 30, December 1, 2, 1941 


Boston Shoe Fair, New England 
Shoe & Leather Association, 
Hotels Statler and Parker House, 
Boston, Mass. 

December 1, 2, 3, 4, 1941 


Annual Convention, National Shoe 
Travelers’ Association, Morrison 
Hotel, Chicago, Ill. 

January 3, 4, 1942 


Third Annual Spring Shoe Show, 
Mid-Continent Shoe Travelers 
Association, Skirvin Hotel, Okla- 
homa City, Okla. 

January 4, 5, 6, 1942 


NATIONAL SHOE FAIR, Hotel 
Stevens, Chicago, Ill. 
January 5, 6, 7, 8, 1942 


ee Annual Shoe Fair, Jointly 

ponsored by an Retail 

ow Dealers Association and 

Shoe Travelers Club of Mich- 

igan, Hotel Statler, Detroit, Mich. 
January 11, 12, 13, 1942 


27th Annual Convention and Foot- 
wear Exposition, Northwestern 
Shoe Retailers Association, Hotel 
Radisson, Minneapolis, Minn. 
January 11, 12, 13, 1942 


Joint Annual Convention Texas- 
Oklahoma Shoe Retailers Asso- 
ciation and Southwestern Shoe 
Travelers Association, Texas 
Hotel, Fort Worth, Texas. 

January 11, 12, 13, 14, 1942 


Annual Convention Middle Atlantic 
Shoe Retailers Association, Ben- 
jamin Franklin Hotel, Philadel- 
phia,Pa. January 18, 19, 20, 1942 


Buffalo Shoe Show, Hotel Statler 
Buffalo, N. Y. January 18, 19. "1942 


Annual Dinner and Get-Acquainted 
Night, Greater Buffalo Shoe Re- 
tailers Association and Affiliated 
Shoe Trades, Buffalo, N. Y. 

January 19, 1942 

Southern Shoe Exposition, Roose- 
velt Hotel, New Orleans, La. 

January 18, 19, 20, 1942 

Central States Shoe Fair, Hotel 
Morrison, Chicago, Il. 

May 17, 18, 19, 20, 1942 





French Manages New 
Women’s Store 


Winona, Minn.—The French Slip- 
per Shop has opened for business at 
76 East 3rd Street, here. Harold 
French, formerly of Madison, Wis., is 
in charge of the new store. Women’s 
and girls’ shoes are handled exclusively. 





A Buying Guide 


TO ADVERTISERS IN THIS ISSUE 
ALLIED KID COMPANY, Boston and New York City 


BARIS SHOE COMPANY, New York City 
BARSH & CEASAR, Philadelphia, Po. ..... 

BASS, G. H., & CO., Wilton, Me. 

BELLAIRE SHOE COMPANY, Portland, Me. ..... 
BROOKS SHOE MFG. CO., Philadelphia, Pa. 
BROWN COMPANY, New York City Pi a 
BROWN SHOE COMPANY, St. Louis, Mo. ..... 
BURG, A. S., COMPANY, Boston, Mass. ........ 


CAMITTA SHOE COMPANY, Philadelphia, Pa. 

COLONIAL TANNING CO., Boston, Mass. ... rey ak mx 
COMPO SHOE MACHINERY CORP., Boston, Dias cutest Sern Wbaieih Sees 
CONNEL, J. M., SHOE CO., Braintree, Mass. ............. 


DEWEY & ALMY CHEMICAL CO., Cambridge, Mass. ... 
DREW, IRVING, CORPORATION, Lancaster, O. .. 
DU PONT, E. I., DE NEMOURS & CO., INC., Arlington, N. J. 


ENDICOTT-JOHNSON CORP., Endicott, N. Y. gion .2nd Cover 
EVANS, JOHN R., & CO., Camden, N. J. » ite" ae 


GERBERICH-PAYNE SHOE CO., Mt. Joy, Pa. Back Cover 
GOODWILL SHOE CO., Holliston, Mass. . 80 
GUTMANN & COMPANY, Chicago, Ill. 23 


HANNAHSONS SHOE CO., Haverhill, Mass. Saks 74 
HEALTH SPOT SHOE SHOPS, INC., Danville, Ill. Feed 
HOAGUE-SPRAGUE CORPORATION, Lynn, Mass. 

HOTEL BENJAMIN FRANKLIN, Philadelphia, Pa. 

HUBSCHMAN, E., & SONS, INC., Philadelphia, Pa. 


JARMAN SHOES—GENERAL SHOE CORP., Nashville, Tenn. 


K BS SHOE CO. DIV. OF GENERAL SHOE CORP., Nashville, Tenn. 
KIRSCH-BLACHER CO., INC., New York City . ge 
KRIPPENDORF-DITTMANN CO., Cincinnati, O. 


LEVOR, G., & CO., INC., Gloversville and New York 7: 
LITHOX, THE, CORP., Wapakoneta, oO. : 


MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind. 
MOHAWK CARPET MILLS, New York City . Sule 


PITTSBURGH PLATE GLASS CO., Pittsburgh, Pa. 
QUEEN QUALITY SHOE CO., St. Louis, Mo. 


REPUBLIC BUILDING, Chicago, Ill....... 

ROBERTS-HART, INC., Keene, N. H 

ROCHE, WILLIAMS & CUNNYNGHAM, INC., dessceencieh Phila., Los MATH 
RUBIN, IRVIN, New York City . 


SELBY SHOE COMPANY, THE, Portsmouth, O. 
SERVICE WOOD HEEL CO. 

STERLING LAST COMPANY, New York oraahe 
SUPERIOR SHOE CO., Chicago, Ill. 


TAYLOR, THOMAS, & SONS, Hudson, Mass. . 

UNITED LAST COMPANY, Boston, Mass. 

UNITED SHOE MACHINERY CORP., Boston, Mass. 

UNITED STATES RUBBER CO., New York City 

WESTERN LAST COMPANY, St. Louis, Mo. ..... EN aire (oe 

WINDRAM MANUFACTURING CO., So. eS: Mass. 

WOHL SHOE COMPANY, St. Louis, Mo. ........... Front Cover, 31, 36, 40, 41, 54, 55 


X-RAY SHOE FITTER, INC., Milwaukee, Wis... .. Co RS ae 
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UNISHANK 


the depend. able Has 


The steel shank is correctly posi- 
tioned on the insole with a simple 
and precise grading device. 


The Unishank fibre reinforcer 
is placed between centraliz- 
ing guides. 


Operation of the machine assembles 
each member... insole, steel and 
fibre in correct uniform position 
ready for Unishank moulding. 


A nest of assembled and moulded 
Unishank Insoles illustrating preci- 
sion of Unishank grading. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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LOOKS TO 


YOUNG AMERICA 


N. easy job to keep the boys of today satisfied with their 
shoes . . . not unless YOU set the style for your community with 
GERBERICH-PAYNE. Because, GERBERICH-PAYNE knows what 
styles real boys want, and because America’s leading mer- 
chandisers of boys’ shoes check their judgment, every line up 
of GERBERICHS, STRIDE RITE, JUNIOR ARCH PRESERVER and 
OFFICIAL BOY SCOUT SHOES bring you exactly the styles, 
leathers and details American boys are asking for. When Young 
America Looks To Its Feet, you'll find.that the boys who rate 


_in your community wear Gerberich-Payne Shoes. 





with GERBERICH-PAYNE 


YOU ~ A [ 
| THE SHOES 
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GERBERICH-PAYNE 
SHOE COMPANY 


MOUNT JOY «++ PENN. 
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New York Off sulelgelalelel= 
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